Details of Big 
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See Page 32 
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BIG sJ= VV 
BIA Lnatic 


No. 81 Childproot ’ : . oS 4 No. 88 Heavy Duty 
Dialmatic : 2 Dialmatic 


No, 80 Diaimatic 


No. 78 Standard 





Extra-large 1%" tube @ DiALmatic Speed adjustment 


Heavy Steel Mounting Bracket @ Powerful Closing action 
— extra jamb bracket 


ADDED TO DEXTER BATTERY OF DOOR CLOSERS 


New heavy fire power—to give you a complete range of there’s a Dexter closer for every door, including the Na 


door closing artillery. The new No. 88 Heavy Duty Dial- 80 Dialmatic for screen and combination and light in 
matic Door Closer for jalousie, prime and all interior terior doors, the No. 81 Childproof Dialmatic and the N 


doors, rounds out the Dexter battery of door closers. Now 78 Standard Closer for light screen and combination door 


DEXTER LOCH DIVISION’ i ODexter industries, inc., Grand Rapids, Michiga 


IN CANADA: Dexter Lock Canada Ltd., Galt, Ontario. « IN MEXICO: Dexter Locks, Plata Elegante, S.A. de C.V. Monterrey. Dexter products are also manufactured in Sydney, Australia and Milan, Ita 


BUY DEXTER 
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Guess which dealer can make the most 
money selling DAP 


You make full profits with the full DAP line! 


DAP sends pre-sold prospects into your store with the 
biggest national advertising job in the business! Make 
sure those prospects can find all the DAP products they 
want to buy! Start by stocking DAP caulking and 
glazing compounds! Then add DAP Kwik-Seal,® Rope 
Caulk, Black-Tite, new DAP Spackling and other 
DAP products needed for scores of home maintenance 
and repair jobs. You'll make full profits when you stock 
and sell the full DAP line! 


Write today for 
catalog and 
details of dealer 


* program 
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Call your DAP wholesaler. Ask him to show you the 
complete DAP catalog of top-quality products. Get 
details about the big DAP advertising and promotion 
program and the special store selling helps that can put 
a real push behind your DAP sales. Do it today. 


DAP inc., General Offices: Dayton 31, Ohio 


Factories in: Dayton, Ohio «* Alexandria, Virginia * Chicago, 
Illinois * Dallas, Texas *« Decatur, Georgia * Melrose, Massa- 
chusetts « Richmond, California * Tampa, Florida * Xenia, Ohio 


Nationally advertised to millions in: 


The Saturday Evening Post * Mechanix Illustrated 
Popular Mechanics * Sunset * The Family Handyman 
Home Maintenance & Improvement 


July 4, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Something To July 4, 1960 Issue No. 3703 
Think About. ee : : 


* How do you become more competitive 
without spending more money, or with- 
out selling everything for less? 

_ There are many answers to that ques- 
tion, most of which can be labeled under 
the general heading of cost-cutting. 
These include cutting the yard force; 
trimming expense accounts; making sure 
everybody works a little harder. All of 
these are admirable directives for a com- PERSONAL VIEWPOINT page 7 WHAT'S THE PRICE page 18 
pany which finds itself with falling sales 
or profiis. NEW DEVELOPMENTS page 8 HEADLINES AT PRESSTIME page 20 

But most cost-cutting ideas involve 
employes, rather than the employer. To 
this remark, you might reply: “I’m al- 
ready working 24 hours a day. How can 
I do any more?” 

Well, maybe all you need is to look 
around your office. That’s what one 
lumber dealer did last month. D-Day for Home Building 

Several years ago he had given himself Personal viewpoint editorial by Gordon J. Lowler. 
a big private office, fit for J. P. Morgan 
himself. It was the type that gave him a 
grand feeling of accomplishment and Details of a Big Lineyard'’s Land Development 
Prestige, as well as comfort. Manager of Long-Bell's land and housing program talks 

Early this year he wanted to add some about the problems and benefits of land development by 
new displays to his store, but lacked : d buildi terials dealers 
room. It was then that he looked hard retail lumber and building ma : 
and long at his large, luxurious private 
ese Swe dacs Bc —— 4 Wholesaler Swings to Prebuilt Components 

ay, this retailer sits in a pint-size : i ompetitive position to 
office that’s right next to the front door New pie wae - Goclers oe a . te with 
to his store. One wall of the office has a sell commercial and industrial jobs as well as compete 
sliding-glass door, which lets him view home prefaber, distributor says. 
the store sales area. The door is also an 
excellent product display. Another “wall” . 
includes two stock windows, which also Prefab Boathouse from Four Materials 
serve as display models. Illinois lumber dealer develops unique specialty sales 

The new office may be a little package 
cramped. It doesn’t give him that feeling 
of grandeur. But, he says, it gives him eee 
the luxury of knowing what's happening Panelized Cabin Program for Dealer Fabrication 
penance his —- and their cus- Any dealer can make these “economy” cottages on simple 
had © didn't coe him a jigs. Or you can sell materials for customer fabrication. 

In fact, the space which he abandoned 
is now used for merchandising displays, Profits in Marine Supplies 
ns ae ee ee Special plywood, molded hulls and outdoor motors can be 


profitable sideline for building materials retailers. 


Features 





What's Coming . 

How land and finance 
services are bringing back 
NEW PRODUCTS page 58 lost markets to retail lum- 
SALES AIDS page 64 beryard in Florida . . . how 
nine dealers cooperative in 
a een vee © Oklahoma subdivision . . . 


WHAT 18 “DRC? Thi. iesesi NEW LITERATURE page 66 how California dealers 
? is insignia 

above, which you'll see used with many WANT ADS page 68 staged ee hye 
articles in A.L., is a symbol for DEAL- ° ; interview wi m 
ER SALES CONTROL. It is one of the ADVERTISING INDEX page 6 George Price, president of 
permanent principles guiding our edi- National Homes Corp.—all 
tors. It signifies a progressive manage- in your July 18th issue. 
ment method—controlling the sale— 
which works for the home building re- 
modeling, farm and commercial markets. 
‘ DSC oe stem — en =— pre- 
abing, financing, sales of new homes ucts Merchandiser is published ever. 
or remodeling packages (rather than American Lumshermge cnt Mluhink Com. 00 E Monroe St. Chlengs & Th 
pieces) to builders or consumers by the Subscriptions: one year, U. S. and enada, $5 (26 issues), $8 for. two, years, $10 
retailer. DSC also means product brands for three years. Foreign. $20 for ene yeer. Eing’e curren’ comy, Si. 4 


spe gs ler Produ File which is $2. Entered as second class matter 
and specifications controlled by the deal- > ercens oie at the Post Office at Chicago, Ill., under the Act of March 13, 


October 2. 
er. 1879. Copyright © 1960 by Vance Publishing Corp. 
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PERSONAL VIEWPOINT 





D-Day for Home Building 


During World War II we learned a lot about the importance of long- 
range planning. Where would America have been without the B-17 (de- 
signed in 1939) or the C-47 (planned in 1936)? Other services had simi- 
lar experiences. We actually fought and won the war with equipment 
largely designed before hostilities began. 

The housing industry, too, will soon have its own “D-Day.” Sometime 
between 1962 and 1963 growing population pressure will call for at 
least 1.6 million units annually. By “units” we mean housing of all kinds— 
houses, apartments, public housing or even mobile homes. Such a pre- 
diction is not guesswork. All the prospective customers for housing are 
around. And with present teen-ager precociousness when it comes to sex, 
we see an increasingly lively marriage rate. 

We normally do not peer myopically into the future. It is quite clear, 
however, that decisions now being made by wholesalers and dealers from 
1960 to 1961 will largely determine their business future for years to 
come. Like the military, preparation for eventualities involves testing, 
rejecting, and accepting at an early date sound ideas to cope with home 
building on a new basis. 

Consider, for example, the timetables for establishing the new manage- 
ment techniques for handling home building with DSC (Dealer Sales 
Control): 

Land Development—two to five years are usually required for typical 
land operations, 

Components—one to two years, with two years preferable for effi- 
ciency. 

Financing—contacts take two or more years to encourage a stable 
supply of funds. 

Merchandising—at least one season is necessary for good understand- 
ing of open houses, handling prospects and closing deals. 

Now, as we write these words, there are dealers investigating every 
phase of the above basics for making more profit on home building. Some 
are industry-minded and they will share their findings, make them avail- 
able to you through NRLDA and state lumber dealer associations. 
Others are entirely motivated by a keen sense of personal survival. 

Who will build the majority of our homes in boom times is still an 
open question. Some feel they will be gobbled up by super tract builders 
erecting self-sufficient small cities. We have reported, for example, a 
planned project at Atlanta on 16,000 acres: also a tract in Queen City, 
N. Y. calling for 60,000 units over a period of years. 

Forming accurate opinion is admittedly difficult, complex. How can 
One measure ahead the vision and determination of many trade factors— 
builders, dealers, distributors and manufacturers. The producer category 
is further muddled by the entry of aggressive aluminum and plastic 
manufacturers into the housing picture. 

While the question of domination of home building is doubtful, the 
techniques for surviving successfully in home building are clear. The 
magic words are land, financing, merchandising and components. 

As a magazine, we have translated our convictions on the above into 
magazine pages. We published 126 pages on home building in 1959, have 
raised the sights for 1960. This has been a lonely crusade for us over 
many months. We are encouraged, however, by the quickening interest 
of dealers in land, components, financing and home merchandising. 

We should further mention that manufacturers, too, are beginning to 
join our program. The evidence will be even stronger in 1961 that this 
approach is sound. 

What we do not have is a lot time to spare. We do not agree that the 
couplet by Pope received in response to a wholesaler survey of ours on 
components is applicable to the present situation. It went like this: “Be 
not the first by whom the new is tried, nor yet the last to lay the old 
aside.” The record will show that those who try things first usually win 
all the marbles. 


Gordon J. Lawler 





BEHIND THE SCENES the administration quietly threw its support back of the 
recently passed Senate omnibus housing bill. It was all part of a 
move to block a somewhat more liberal bill simmering in the House. 


If all goes as planned the Senate bill will now bypass the House Rules 
Committee and go directly to the floor of the House itself. 

President Eisenhower will sign the Compromise bill which puts FHA on a 
permanent basis, rather than year-to-year insurance authority granted by 
Congress. He doesn't like, however, the bill's provisions to continue 
GI loans and provide money for urban renewal and college housing. 





GOVERNMENT AID FOR HOUSING, contrary to some comment, is still substantial. 
The latest figures for 1959 from the Census Bureau show GI 7%; FHA 23% 


conventional 70%. 


GI loans are still scheduled to end on July 25 but could be extended again 
by vote conscious legislators. In any event, GI and FHA in 1959 still ac- 
counted for 30% of the financing across the nation. If FHA is given per- 
manent status and greater operational flexibility it can be vitally 
important for low-end housing. 


There's new life in low cost housing, spurred probably by younger mar- 
riages where down payments must be very low for home buying. Much more 
shell homes and finish-it-yourself packages are being offered this summer. 
One firm--Cessna Homes=-has just announced a complete program for building 
material dealers serving this class of trade. They have available a 
complete financing package on a nation-wide basis. 








BRICK SELLS HOMES, according to a Columbus, Ohio, tract builder who recently 
ran a survey of his home buyers. The nine features most frequently 
mentioned were brick exteriors 63.8%, built-in kitchen appliances 58.6%, 
air conditioning 50%. Other reasons included basement, three bedrooms, 
good floor plan and “most for the money." 


WILD PREDICTIONS OF LOWER MORTGAGE interest rates are being made in many 
quarters. The recent cut in the re-discount rate by the Federal Reserve 
is being cited by many as the beginning of an easier money period. 

This is just wishful thinking. We agree with the U.S. Savings and Loan 
League, who this week forecast "no important or significant drop in rates 
during the remainder of 1960." The general market nationally is "steady 
to firm" according to W. 0. DuVall, president of U.S. Savings & Loan 
League. 


Postponed home buying is a very likely possibility if these rumors are 
not set to rights. Your local financing agencies will, in most cases, 
confirm, the above analysis. It would be most constructive to have them 
talk to the newspapers and discourage deferred home purchases in antici- 
pating lower mortgage rates. 








SECOND COMPONENT PLANT has been acquired by the U. S. Plywood Corp. The 
Berkeley Plywood Co., San Leandro and Los Angeles becomes the second 
component unit for USP . . . earlier Panelbild, Seattle, was purchased. 
Berkeley had been producing panelized roof systems and other plywood 
components. They now will be used as a nucleus for the planned 
expansion of the Panelbild component system in the San Francisco and 


Los Angeles area. 
Indicating future thinking, Gene C. Brewer, USP president, stated 


"since long-distance transportation of large components is not econom- 
ical, we plan to establish additional units in major marketing areas." 
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“The Quality in 
Sisalkraft Products 
Helps Build My 

Own Reputation” 


The ‘‘value-for-the-money” built into the line of 
Sisalkraft vapor barriers can build a lot of good will 
for you. 

Sisalkraft representatives are out pre-selling for you. 
They’re calling on architects, builders, and others. Our 
advertising is also reaching prospects in your trade 


SELL THE QUALITY SISALKRAFT LINE 


SISALKRAFT — Forconcrete curing and protection — general weather 
protection. SISALATION — Reflective insulation amd vapor barrier. 
VAPORSTOP — Low cost, rot resistant vapor barrier. SISALITE, 


SISAL-GLAZE, ESKAY-LITE — A complete line of flexible and 
semi-rigid plastic films. COPPER ARMORED SISALKRAFT 


- For concealed flashing and waterproofing. MOISTOP — Polyethylene 


and reinforced paper — a permanent vapor barrier. 


area, helping to increase the acceptance of 
Sisalkraft products. It will pay you to recommend 


a Sisalkraft product whenever your customers have 


a moisture problem. 


# : 


_SISALKRAFT 


= 


~ Z 
AMERICAN SISALKRAFT CORPORATION 


Chicago6 + New York17 «+ San Francisco 5 
In Canada: Murray-Brantford Ltd., Montreal 


reinforced paper, foil and plastics for construction, industrial packaging and agriculture 
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Those who know Quality always want 


MACKLANBURG-DUNCAN CO 
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Me (ALK CALKING COMPOUND 
in Bulk—Knife or Gun Grade 
Off-White Color available in knife or gun grade. Pure 
White Color available in gun grade only. Off-White 
shipped unless White specified. Gun Grade meets 
Federal Specifications No. TT-C-598 (Grade 1). Available 

in 2 pt., pt., qt., gallon, 5 gal. and 55 gals. 





HAND SQUEEZE TUBES 
for small jobs 
No gun needed. Simply remove cap from built-in nozzle, 
fasten key over crimped end, turn key and start calking. 
Here's a fast-moving item for over-the-counter sales. 
Packed 12 tubes in a handsome ‘Silent Salesman’’ dis- 
play carton that can be quickly set up on your counter. 





Wu-Glaze GLAZING COMPOUND 
Always stays ‘‘PUT’’ 

Here's the perfect material for glazing wood or metal 

sash, replacing putty, setting plumbing, filling cracks, 

boatwork of all kinds. Clean to handle, easy to use. Will 

not dry out, harden, crack or peel. Available in % pt., 

pt., qt. cans; 25, 50, 100, 880 Ib. drums. 





NuwPhalt PLASTIC ASPHALT CEMENT 


for all jobs! 
Ideal for sticking down asphalt shingles and floor tiles 
... for use on roofs, chimneys, flashings. Packed 12 
loads to a carton... with or without plastic nozzle. 
Shipped without nozzle unless specified. Also available 
in 2% and 10 |b. cans; 50 Ib. pails; 550 Ib. drums. 





BUILDERS Sold by ol! DEALERS orDER TODAY 
Hardware, Lumber and Build- —your order will receive 
ing Supply Dealers. prompt shipment, 





AMERICA'S FAVORITE! 


SPEED LOAD 


WHEN ONLY THE BEST is good enough—builders and 
home owners choose M-D Speed Loads every time! With 
“controlled flow’ action, M-D Speed Loads eliminate drip- 
ping or oozing of compound from nozzle. 
Get cleaner, neater jobs. It pays to tell cus- 
tomers about this feature. Point out the BUILT- 
IN Polyethylene pleated plunger (with accor- 
dion action) that STOPS flow of calking com- 


pound when desired! 


® Available in white or off-white color 
@ Available with or without plastic nozzle. 


M-D Speed Loads are packed 12 loads to each 
carton. Please order in multiples of 12. Off-White 
loads without nozzle always shipped unless otherwise 


specified 
Meets Federal Specifications TT-C-598 (Grade 1) 


CALKING GUNS 


Bulk or Load Type 





CG-4 SPEED LOADER 
New half-barrel design. Fur- 
nished with %” nozzle unless 
specifically ordered without CG-3 STANDARD 
nozzle; %” nozzle also avail- For bulk or loads! Furnished 
hela: with %” nozzle 


vine: DAN 


MANUFACTURERS OF QUALITY BUILDING PRODUCTS 


BOX 1197 


OKLAHOMA CITY 1, OKLAHOMA 
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ever since they started making it!” 


says Herbert Porter, owner, 


Porter Lumber Company, Morenci, Michigan 


“My dad sold it. I still sell it. My son sells it. 
That’s my son, Roger, there in the photo, 
trimming a pane for a customer. 

“Why have we stuck with L-O-F for so 
long? No reason to change. The quality is 
excellent, the service is good, and you can’t 
find an easier cutting window glass. That’s 
important. Less breakage means more profits,” 


says Mr. Porter. 
The Porter window glass department has 
a preferred position, right up front behind 


FREE BOOKLET 


the service counter. “People remember us 
and our handy glass department, whenever 
they need glass.” 


Fall “Fix-up Time” is almost here 


Check your stock now... and when you 
reorder, specify L-O-F, Window glass sales 
are steady enough all year ’round to justify 
displaying it on your main floor. Booklet 
offered below tells you how. 


Has plans for building storage display racks in several 
sizes. Order booklet ‘For Greater Profits” from your L-O-F 
Glass Distributor (listed under “‘Glass” in the Yellow Pages) 
or write to L-O-F, 6570 Libbey ‘Owens ‘Ford Building, Toledo 
1, Ohio. Aliso order handsome sign to identify your glass 
department, same as at top of photo at left. Only 15¢. 
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LIBBEY- OWENS: FORD WINDOW GLASS 
The glass that cuts easier, snaps clean 


TOLEDO 1, OHIO 
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THE PICTURE-BOOK KITCHEN THAT'S 
CHALKING UP FAST SALES... EVERYWHERE! 


NEVAMAR canoe KAT CHENS 


arefree Living.. . and Easier Selling 


You have only to show your prospective customer a Nevamar Carefree Kitchen and you'll 
close a sale in record time. The quality of this kitchen speaks for itself. The satin-smooth 


Nevamar laminated plastic surfaces make it the one truly carefree kitchen. It stays spotlessly 


clean with little effort . . . never needs painting or refinishing. Its quality features, 


precision styling and exquisite wood-grain patterns make it the kitchen without com- 


parison... your source of extra, profitable volume. 


This is 
DEALER OPPORTUNITY NEVAMAR 


> RESISTANT TO CIGARETTE BURNS 
D WITHSTANOS BOWLING WATER 


HA TI ON A LLY There are some areas throughout the country where 


> WON'T CRAZE CRACK Of 


ADVERTISED the franchise for the Nevamar Carefree Kitchen 


line may be secured by progressive dealers, Write 
<gint OF x” Su, PRUIT ACIDS, AMMONIA 


ORDINARY INK... OR TIME 
|) NEVER NEEDS PAINTING 


We're pre-selling this kitchen 
¥ for complete information. 
Good Housekee ing > easy gs: 


for you with full color adver- 
tising in leading magazines. 
Tie-in material is provided to 

Nevamar KITCHENS, INC. 


every dealer. 
ODENTON; MARYLAND 
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He talks dealer profits — backed by brand-name quality and a reputation for 
moving inventories! He represents precision-milled, consistently-graded, kiln- 
dried lumber ... offers a wide variety of species, including Ponderosa Pine, 
Douglas Fir, White Fir, Southern Yellow Pine and Hardwoods ...on a year- 
round-delivery basis. The man we’re talking about — your Southwest “Friendly 
Indian” brand lumber representative. When he calls, it will pay you to lend 
an ear to all the facts! 


. FOREST 
‘\fouthwest INDUSTRIES, INC 
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New Big Top Promotion 
the greatest sales show on ea 
Peete CING the exclusive new Clip ¢ 


System, easiest wa 
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GOLD BOND'S 
CEILING TILE 


TOPs ae 


Join the circus with Gold Bond’s Big Top promotion! The selling circus 
opens in August with a big full-page ad in The American Home. 
Itvil tell over nine million customers about new Bruxelles tile and 
the amazing new Clip Strip System that cuts ceiling installation 
time in half. Customers will want to see your full line of Gold 
Bond Acoustical and Decor Tiles, so stock up now and be ready 
for plenty of customer traffic. You’ll get lots of display and promo- 
tion material plus a fun-packed “Do-It” Kit free for every Gold 
Bond Ceiling Tile customer. Call your Gold Bond® Representative 
now! Or write Dept. AL-760. 

NATIONAL GYPSUM COMPANY, BUFFALO 13, NEW YORK 
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New Ciip Strip System cuts installation time in half! 
Eliminates furring strips...nail or staple lightweight, handy 
metal strips direct to rafters or old ceiling. Tiles slide into place 
permanently with no stapling! Ceiling goes up in one opera- 
tion...the job is finished in less time. Lower material cost 
saves money for your customers. And only Gold Bond has it! 


Gold Bond 


BUILDING PRODUCTS | 


Exclusive new Bruxelles, and Silentex®: both 
exclusive, both beautiful, both highly 
acoustical. Wide range of other Gold 
Bond wood fiber Acoustical and Decor 
Tiles for every customer’s taste. 


Outstanding displays showing new time- 
saving Clip Strip System. Beautiful 
3-tile and 4-tile picture frames for Gold 
Bond tiles. New tiles easily inserted. 


Pe ianee 


Big bold advertising campaign in The Ameri- 
can Home will show Big Top Promotion 
to over nine million readers of this 
special remodeling issue! Be ready for 
them with your own Big Top Promotion. 


Free Big Top Do-It Kit for customers, 
including how-to-do-it instructions, 
chalk line and chalk. And for the kids: 
top hat, whistle, moustache and circus 
cut-out book. 


a stepanead of tomorrow 
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Differential between high and low price ranges which build- 
ing materials dealers charge to contractors took a decided dip 
on the low range side in zones 2 and 5, middle Atlantic and 
east south central states. On the other hand, although the low 
remained fairly steady in zone 6, west north central, the high 
range of prices moved upward. This seems to indicate that 
there is still a wide price spread in green dimensions. 

For the first four months of this year unfilled orders for all 
species of lumber lagged a big 24% behind the same period a 
year ago. Softwood production rose 2% over the first four 
months a year ago, while hardwoods were down 2%. How- 
ever, softwood shipments gained 6% over a like period in 
1959 and hardwood shipments fell off 6%. It is estimated that 
total national lumber production thus far in 1960 is 11,749,000 
board feet, 1% over the similar four-month period a year ago. 

















Current Retail Price Range 


Retoil.prices to typical one-house contractors, based on current American Lumberman reports received from leading dealers 


Zone 9 
Pacific 


Zone 6 Zone7 | 
West North | West South 
Central Central 


Zone 8 } 


Mountain | 


Zone 5 


Zone3 | Zone 4 | 
East South | 
| 
| 


| 
South East North 
Atlantic | Central Central 


| Zone] | Zone2 | 
| North | Middle | 
Atlantic Atlantic 
| 


High | Low High | Low High | Low High | Lew High | Lew 
$ 


| Low 
S28 $ $ $ 


° F dit 
| $ $ 


High Low High 
ce $ 


High 
$ 


LUMBER: 
Douglas fir: 


Dimension 


Std. & Btr. green R/L 2x4 


Std. & Btr 
Std. & Btr 
Std. & Btr 


« dry R/L 2x4 
. green R/L 2x10 
. dry 2x10 R/L 


West Coast Hemlock, White Fir 
Dimension: 
Std. & Btr, dry R/L 2x4 
Std. & Btr. dry R/L 2x10 
Western Pines: 
Boerds: 
No, 2 & Bir. dry 1x8 R/L S4S or shiplop 
No. 3 & Btr. dry R/L 1x8 S4S or shiplop 
Southern Pine: 
Dimension: 
No. 2 & Btr. dry R/L 2x4 
No. 2 & Btr. dry R/L 2x10 
Boords: 
No. 2 & Btr. dry R/L 1x8 S45 or DEM or 
shiplap 
Hardwood Flooring: 
Select Ook 25/32" x 2's"" Plain sawed 
Ne. 1 Common Oak 25/32" x 2's" Plain sowed 
Interior Softwood Paneling 
No. 2 Ponderose Pine R/W 
Wood Siding: 
Redwood Clear All Heort bevel siding 
3/4" x 10” 
“a” Cedar bevel siding 3/4" x 10” 
Wood Shingles: 
Cedar shingles 5/2 #) 16" - 5X 


230 


PLYWOOD: 


Fir, 1/4" DFPA-AD interior glue 
Fir, 1/4" DFPA-AC exterior glue 
Fir, 3/8" DFPA-CD sheathing interior glue 
Fir, 1/2" DFPA-CD sheothing interior glue 
Fir, 5/8" DFPA-CD sheathing interior glue 


MILLWORK: 
Phil. mahogany (Leven) flush door 
1-3/8"'-2-46x6-8 
Birch flush door 1-3/8" -2-6x6-8 
Double hung window unit 2-4x4-6, set up, 
glazed weotherstripped ond belanced 


BUILDING MATERIALS: 


Outside white point, first grode 

8d common steel neils 

Mineral weol insulotion, full-thick bott 
Ceiling Tile 12512" 

1/2" insulating building boord 
25/32" insuleting shecthing 

3/8" gypsum wallboard m 
1/8" tempered hardboord | | |e 1 
215+ thick butt esphelt shingles 7.50 8.85) 7.50 


160, 


200 


167.50 | 120 


0, 


225. 


| 220, 
| 168. 


342. 
310. 


13.50 





02 21.50 | 
| 


18.77 | 7. 
14.99 | 9.84 


29.96 | 18.28 


6.80 
15. 
63. 

150. 
85. 
140. 
60. 52. 
125. 108. 
8.50 | 8.50 








| 


150. 
170. 
160. 
200. 
230 


a: 


9.96 | 5.95 
13.22 | 8.40 


28.45 | 17.10 
cata Ets 


9. 
Vv. 
115. 
210. 
105. 
169.50 
70. 
133. 
12.95 
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Natural Walnut wood-grain finish in Verti, Perforated 
and Blok. Each wood-grain finish is available in Blok, 
Verti, Random, Plain and Perforated patterns. 


for fast turn-over, FE A /ON [= OOZES [D) 
increased profits GIL JA\[MI@© [RP WW/A\[LILSS 


by Abitibi‘ 


Abitibi wood-grain finish PLATEBOARD sells fast Abitibi offers a complete line of hardboard and 
to builders, remodelers and ‘‘do-it-yourselfers”’ insulation board products—all available in mixed 
who want to glamorize rooms in homes or offices carload shipments from our mill at Alpena, Mich. 


at low cost! Four glowing wood-grain finishes in 

five patterns make it possible to meet practically WRITE US TODAY FOR FULL INFORMATION ON 

any requirement for interior application. It is ee ee Oe ham Smee 
SUPPLY DEALERS AND LEARN HOW YOU CAN CASH 

economical (less than $20 material cost for a 12’ x 8’ IN ON THE BIG AND GROWING DEMAND FOR 


Glamor Wall), easy to handle and goes up quickly. ABITIBI WOOD-GRAIN FINISH PLATEBOARD. 
® Reg. U.S. Pat. Off. 


T Abitibi | Better building products through research in wood chemistry. 


ABITIBI CORPORATION General Sales Office—Detroit 26, Michigan »« Manufacturing Plant—Alpena, Michigan 





Oak Autumn Wainut Natural Walnut Platinum Walnut 
Wood-Grain Finish 


Wood-Grain Finish Wood-Grain Finish Wood-Grain Finish 


a % 





EADLINES 


Dress time 





Distributor Pioneers Co-OpPromotion for Dealers 


Sixty two retailers climbed aboard this spring when 


So-Cal Building Materials Co., 


Inc., offered a ‘‘Fix-it 


Promotion Package.'' About 90°%/, of the cost was paid 
by manufacturers and the distributor. 


ERE’S A PROMOTION package 

that’s hotter than anything that’s 
come off the launching pad!” With 
these lively words, So-Cal Building 
Materials Co., Inc., Los Angeles, 
made their first announcement to 
dealers of a unique spring promotion 
plan. 

Before the promotion ended, 62 
dealers had purchased 255,500 copies 
of a special tabloid and dressed their 
showrooms throughout Los Angeles, 
Orange, Riverside and San Bernardino 
counties. A repeat promotion is now 
planned for this coming September. 

Who pays. Preliminary mailings to 
dealers put it this way: “Ninety per- 
cent of the cost is being paid for by 
sponsoring manufacturers and by So- 
Cal! Costs you 10¢ on the dollar!” 
Cooperating manufacturers included 
many well-known brand-name firms. 

The entire promotion was designed 
to increase sales for smaller dealers 
who solicit handyman trade in the 
Los Angeles area. New home build- 
ing volume is largely dominated by 
bigger retailers or direct buying tract 
builders. 

Do-it-yourself theme. As stated by 
G. E. Charles, So-Cal sales manager, 
the program had three goals: 

1. To help dealers capitalize on the 
national advertising of manufacturers 
of “fix-it-yourself” building materials. 

2. To give manufacturers an op- 
portunity to cooperatively sponsor lo- 
cal dealer promotional activity at the 
point of purchase. 

3. To offer dealers individualized, 
exclusive, name-imprinted advertising 
at low cost. 

Dealers received the following from 
So-Cal: 

* Copies of “Dad’s Fix-it Times,” an 
eight page newspaper tabloid im- 
printed with the dealer’s name and 
address. The newspaper gave do-it- 
yourself tips, promoted 22 “Happier 
House” remodeling projects and talked 
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about new building products offered 
for sale. 

Each tabloid carried advertising by 
sponsoring manufacturers plus specials 
described and priced. 

This phase of the promotion proved 
quite conclusively that dealers will go 
along on priced specials to build their 
store traffic. Over 60 retailers agreed 
to advance, identical prices on the 
following items: perforated hardboard, 
bulletin boards, folding doors, tackers, 
step stools, paint rollers, acoustical tile 
and poly film. So-Cal offered dealers 
reduced prices on all these items with 
the right to limit quantities. 

Distribution of the tabloid was by 
high school kids or professional distri- 


DAD'S ‘PUTT 


eine te tee Mamernes Peet Stupnce Trane (Oe Mur Tee Prams Mendy Wem of Saw Mowe 


[ 


= fe Z PELE: Cone 
IMAGINE! A DOLLAR PROFIT FOR EVERY NAlL YOU ORiVE 


“Your Meure Werth Many $3 More 
‘Whee You Sel ~~ if You Pies « few 
Projects 








SOW TO UbCATE A Stup Fe Wa 


TABLOID had large area at the top for 
dealer imprint and address. The typical 
retailer ordered over 4,000 copies. 


bution service. Store distribution was 
also encouraged. The typical dealer 
purchased over 4,000 tabloids. 

* Display kit. Each dealer received 
three easel display cards, nine special 
rice cards, a theme banner—all in 
ayglo colors. 

* The remainder of the kit included a 
bulletin on using the promotion, news- 
paper mats, a news-radio publicity 
release and imprinted manufacturer 
literature. 

The involved job of coordination 
and preparation of materials was 
handled by Gerth, Brown, Clark & 
Elkus, Los Angeles advertising agency. 

Did it work? So-Cal’s G. E. 
Charles, puts it this way: “We feel 
without qualification, that the program 
and especially the tabloid, gave great 
benefit to our customers through in- 
creased traffic, both old and new. We 
assisted dealers in getting off the 
ground with a promotional effort di- 
rected strictly to products they sell. 
The more assistance in this direction 
we can afford our customers, the 
better our business becomes.” 











pee ae et Od 
a 


SPECIALS on back carried same prices 
for all 62 cooperating dealers. The dis- 
tributor offered reduced prices on these. 
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Brick-Faced Wall Panel is First 
Test Project at NAHB Laboratory 


WASHINGTON—The new Research 
Institute laboratory sponsored by the 
National Association of Home Build- 
ers is beginning to show results. 

First full-scale project undertaken 
after the facility opened early this year 
was the refinement for standard use 
of a wall component panel developed 
especially for NAHB’s Michigan State 
research house. 

The panel is now in production, and 
the research technicians are turning 
their attention to development of 
other new methods. 

Currently under study are combi- 
nations of materials for headers and a 
floor system for crawls and_base- 
ments. 

At their recent Spring meeting in 
Washington, members of the NAHB 
board of directors toured the new 
research laboratory at Rockville, in 
suburban Maryland, and were im- 
pressed with what they saw. 

In its leased quarters, the facility is 
building from a modest start with 
personnel and testing equipment still 
being added. 

The volume of work and the num- 
ber of projects that can be carried 
on simultaneously is limited by the 
2,500 square feet of floor space cur- 
rently available. More space is con- 
templated if needed. 

Director of the lab is Hugh Angle- 
ton who came directly from Purdue 
University where he had been in 
charge of wood research for the past 
four years. One of the NAHB research 
aims, however, is to explore ways to 
produce houses with less wood. 

Angleton told the A. L. & Building 
Products Merchandiser that the lab is 
devoted to the development of new 
methods of reducing time, weight, 





POLYSTYRENE SANDWICH PANEL mod- 
el home on display at the Waukegan 
(Il.) Shopping Plaza. Castle Crest com- 
pany of Waukegan built the VA and 
FHA approved home, plans to sell the 
houses for slightly over $17,000, in- 
cluding basement and lot. It contains 
1040 square feet. Castle Crest is seek- 
ing local code revisions to permit this 
type of construction. The Koppers Com- 
pany of Detroit, maker of the panels, 
says a crew of mechanics can complete 
the house in 45 hours. 








AXIAL COMPRESSION TESTS of Koppers 
Co. ‘‘Pan-L-Brick’’ faced panels viewed 
by FHA officials at the Research Insti- 
tute laboratory, Rockville, Md. 


cost and motion involved in home 
building. 

While the effort is not directed to- 
ward uncovering new materials or 
products, as such, lab research reports 
to manufacturers are expected to re- 
sult in improved products or perhaps 
even in completely new ones. 

Value of the research work is 
pointed up by Institute Director Ralph 
J. Johnson who said home building 
has changed more in the last 10 years 
than in the past 2,000 years. 

The new wall component system 
which claimed the Research Institute 
laboratory’s first attention was de- 
veloped by Koppers Co. for testing in 
the NAHB experimental house last 
year at Michigan State University. 

Panels, 4’ x 8’ and three inches 
thick, form a load-bearing wall com- 
plete with insulation, a masonry- 
coated exterior and an interior surface 
ready for application of the desired 
finish. 

Each panel contains three board 
feet of lumber as top, center and bot- 
tom rails. 

The panel reportedly will cost the 
builder approximately $1 per square 
foot, f. o. b. the production plant. 

The research personnel now are 
working on a new crawl-space floor 
system utilizing glue-nailed beams and 
subfloor, and combinations of steel 
and wood, and other materials, in 
headers. 

These materials, plus prefinished 
tongue-and-groove plywood which 
spans four feet between beams, tenta- 
tively are planned for use in a 1960 
research house in the Washington area 
to explore reducing foundation and 
floor costs. 
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Net Jumps Sharply For 
Southwestern Dealers 

The 1959 net operating profit for 
126 retailers belonging to Southwest- 
ern Lumbermen’s Association rose to 
3.28% from only 2.73% the previous 
year. With other income added the 
net before taxes was 4.7% compared 
to 3.32% in 1958. 

Back of Southwestern’s progress has 
been a steady diet of management 
workshops, clinics and employe de- 
velopment programs, according to 
Jim Wiseman, president of the asso- 
ciation. 

“Back in 1957,” Wiseman com- 
mented, “the net for 500 yards was 
just 2.5% before taxes. We set a goal 
at our 1958 convention of doubled 
sales volume and profit within three 
years. Looking at our 1959 perform- 
ance we are now within .30% of 
hitting our target in just two years. 
You can credit our active association 
serving Kansas, Missouri, Oklahoma 
and Arkansas and eagerness of our 
members to learn for this progress.” 


Nerthwestern Reports Drop 
in Dealer Profits 

Bad weather last fall was largely 
blamed by Northwestern Lumber- 
men’s Association for a slight drop in 
profits during 1959. The net operat- 
ing profit of 219 firms reporting de- 
clined from 3.07% in 1958 to 2.- 
71% last year. With other income 
added the total net before taxes was 
4.84% in 1959, compared to 4.94% 
in the previous year. 

Additional operating statements 
from other associations are now being 
received and analyzed. More details 
on Southwestern and Northwestern 
will be presented in an overall sum- 
mary scheduled for an early issue. 


Weyerhaeuser Offices Moves 

St. Paut, MInN.—The § general 
offices of the Lumber and Plywood 
Division-Marketing of 'Weyerhauser 
Company will be moved to Tacoma, 
Wash., it has been announced by 
Robert S. Douglas, Division vice- 
president. 

There will be no change in the lo- 
cation of the offices of the Central 
sales region or the General Traffic 
department, which will remain in the 
First National Bank Building here. 
The move will not affect other Wey- 
erhaeuser operations in the Twin 
Cities. 

About 20% of the firm’s employes 
here are being affected. 


Champaign Strike Settled 

CHAMPAIGN, ILL.—An agreement 
between contractors and carpenters 
ended a nine-week strike here on June 
6. The contractors accepted an offer 
by Local 44 to take to arbitration a 
wage increase of up to 5 cents an 
hour above the amount already agreed 
upon. 

The offer also calls for a 2-year 
contract with an immediate increase 
of 30 cents an hour. Before the strike 
the carpenters earned $3.40 an hour. 
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SAVINGS POSSIBLE with the new window program are illustrated by George M. 
Curtis, president of the firm. Frames, sash and hardware on the right are required 
to service four windows in different price and style markets. On the left is the amount 
of new materials needed to supply those same markets. 


Savings of 75% in Space, 66% on Investment 
Promised by Multi-Purpose Window Program 


One basic frame and sash produce four windows in 
different price ranges with hardware changes. Units al- 
so fit component panels with no extra material or labor. 


Curtis Companies, Inc., have de- 
veloped a new multi-purpose window 
program which they claim should 
realize inventory savings of up to 75% 
in warehouse space and as much as 
66% on invested inventory. 

The new lines are based on using 
one basic frame, one basic sash and a 
choice of hardware to complete four 
different double-hung windows. In 
addition, a horizontal slider is offered 
using the same basic side jambs. 

Formerly producing only Silentite 
and Style Trend windows, Curtis now 


offers customers five windows using 
the same basic parts. 

1. A  non-removable unit with 
wood weatherstrips and metal 
compression strips 

. A removable unit with wood 
weatherstripping and metal com- 
pression strips 

. A non-removable window with 
metal weatherstripping 

. A removable unit with metal 
weatherstripping 

. A removable horizontal 
with metal weatherstripping 


slider 


Component construction. A special 
series of sizes has been designed to 
provide on-site savings to builders 
using components. The new sizes fit 
component panel openings with no 
extra 2x4’s, special cutting, fitting or 
bracing. The 3” outside casings pro- 
vide the component units with an ov- 
erall body width of 4’. No addi- 
tional labor or materials are neces- 
sary to fill out a complete panel 
width. 

In addition to the new double-hung 
and sliding windows, modular sizes 
for component parts construction are 
available in casement, fixed sash, 
awning and hopper styles. 

Offers palletizing. Both frames and 
sash are now offered palletized for 
fast materials handling as an addi- 
tional feature. 

Diamond lights, divided lights or 
horizontal bars are available and can 
be attached or removed by the use of 
sliding brass pins. Windows can be 
changed to match any architectural 
style. All casings have a new shadow 
line design for an added decorative 
touch. 
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PALLETIZED shipments are now offered 
by Curtis. Above Acton H. Chalu, center, 
general manager, points out money- 
saving features to David H. Willis, right, 
Curtis factory manager. 





HE’S GOTTA GO! Big enemy of future 
tree crops in Louisiana is this piney- 
woods hog. One such hog can root up 
and destroy one acre of pine seedlings 
in one day, explains the Louisiana For- 
estry Assn., Alexandria, in a stepped- 
up campaign to eliminate the dastardly 
demon from its timber-growing lands. 
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Prefab Home Co. Associated 
With Fort Wayne Supply 

Fort WAYNE, IND.—Royal Homes, 
Inc., has been incorporated here to 
distribute a line of prefabricated homes 
to builders in Indiana, Michigan, 
Illinois, and Ohio. Sales offices are 
located in the building materials 
center of Fort Wayne Builders’ Sup- 
ply Co., which will manufacture the 
component parts for the houses. 

President of Royal Homes will be 
Neal MacGiehan, who recently re- 
signed as vice-president of Colonial 
Mortgage Co., Inc., Fort Wayne. He 
was formerly with Gunnison, Lustron, 
& General Homes, leading prefabri- 
cators. He also has been associated 
with HHFA and is the author of sev- 
eral books on FHA and construction 
financing. 

C. R. Welch, chairman of the 
board for Royal, and Stephen L. 
DeWald, secretary and treasurer, are 
respectively chairman and president 
of Fort Wayne Builder’s Supply Co. 

The prebuilt homes will range in 


price from $10,000 up in both Co- 
lonial and Contemporary styling. The 
first model is under construction in 
Brentwood subdivision, Fort Wayne. 

The Fort Wayne Builders Supply 
was established in 1905. The firm has 
two warehouses totaling 55,000 plus 
a millwork and cabinet shop where 
the components will be fabricated. 


Bestway Building Center 
Employes Take 186 Prizes 


St. Paut, Minn.—A total of 387 
winners have been declared in the 7th 
annual refresher quiz conducted by 
the Lumber Dealers Merchandising 
Institute, Inc., announces R. E. Sab- 
erson, chairman. 

The quiz is based on LDMI’s week- 
ly training course covering 15 major 
lumberyard categories. One lineyard 
organization, Boise (Idaho) Cascade 
Corp., broke previous records with 
186 winners. Prizes included nine 
educational trips to sawmills, logging 
camps and manufacturers of building 
materials. 


July 4, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





New Package Program for Dealers Gives 


Consumers Remodeling Help 


Promotion and merchandising for 
remodeling on a sustained basis is 
now being offered dealers by National 
Plan Service in cooperation with Bet- 
ter Homes & Gardens magazine. 

The highlight of the “Idea Center 
Program” is a display with lighted 
header 7’ high, 4’ wide and 30” 
deep, stocked booklets giving consum- 
ers remodeling suggestions. In addition 
there are booklets on new homes and 
do-it-yourself subjects. For $149.50 
retailers get the display, materials for 
stocking it and various promotion kits 
on a regular basis. 

Cooperating dealers will be listed in 
BH&G every three months and will 
receive a major promotion package 
annually. The package includes display 
materials, advertising and publicity, 
direct mail and a full-color _filmstrip, 
“Ideas to Improve Your Home.” 

Still another promotion package is 
planned for every three months giving 
display ideas, special materials from 
BH&G advertisers and dealer success 
stories. 

To qualify, retailers must feature 
the Idea Center at least four times 
yearly in their regular advertising and 
furnish evidence of local promotional 
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few Hsoves and Home Imprevemant tdees 


THE IDEA CENTER has a lighted top sign 
and a rack for remodeling booklets. In 
storage cabinets under the shelf are 
dividers and compartments for product 
literature categorized by home improve- 
ment projects. 


activity. The promotion program will 
be available through state and regional 
lumber dealer associations. 





New Jersey Enacts Law Licensing 
Home Improvement Contractors 


Reacting to the rising tide of com- 
plaints from the public, the New Jer- 
sey legislature has passed a tough 
licensing bill for home improvement 
contractors. It now awaits the ex- 
pected signature of Gov. Robert B. 
Meyner. 

Similar bills are now being discussed 
in New York, Massachusetts, Pennsyl- 
vania, Ohio, Illinois, Virginia, Ken- 
tucky and Kansas. The legislators 
have before them facts from Better 
Business Bureaus showing an alarming 
increase in complaints on deceptive 
home improvement practices. The 
Federal Trade Commission has also 
showed great concern over the situa- 
tion. 

New Jersey bill. Under the provi- 
sion of the new law every home im- 
provement contractor and some fi- 
nancing institutions must register with 
the Commissioner of Banking and In- 
surance of New Jersey and pay a $25 
yearly fee. 

Under provisions of the law every 
home remodeling contract must: 

* be in writing and contain the 
entire agreement between the 
parties. 

* give names and addresses of all 
parties, the date of the contract 
executed and a description of 
all goods and services. 


* be completed in full without 
blank spaces which might be 
filled in after signing by the 
homeowner. 

This is emphasized by a warning 
in large type which reads: “Do not 
sign the contract in blank. You are 
entitled to a copy when you sign.” 

Full facts given. To protect home- 
owners, the contractor must state 
separately on his form: 

* the cash price of the goods and 
services to be furnished. 

the down payment. 

the unpaid cash balance. 

the official fees. 

the principal balance. 

credit service charges. 

the time balance, the number of 
installments, the amount of each 
installment and the due dates. 

Legitimate home improvement con- 
tractors largely approve the New Jer- 
sey legislation. Some in this field say 
this new legislation is fairly mild com- 
pared to bills now pending in other 
states. 


Small-Town Spotlight 

Dealers in small towns will be fea- 
tured in the editorial columns of 
A.L. & Building Products Merchan- 
diser, August 6th issue. 
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Modern Maid 


THE ONLY LINE OF BUILT-INS WITH 
INTERCHANGEABLE G&S AND ELECTRIC 
DOUBLE OVENS AND “SUPER THIN” 
TOPS. 





MODERN MAID Scores again with the 
introduction of the DOUBLE OVEN GAS 
BUILT-IN with 2 BIG 18” OVENS and the 
amazing NEW INFRA-RAY ceramic burner! 


EACH MODEL 
HAS 2 FULL- 
SIZE 18 INCH 
WIDE OVENS 


SINGLE OVEN 
MODELS ALSO 
INTERCHANGE- 
ABLE 


36-INCH 
“SUPER THIN” 
RANGE TOP 


GRIDDLE. 


SPPOCSS SES SEC PS SST F OPEV TED 


30-INCH ‘SUPER 
THIN’ RANGE 
TOP ALSO DROPS 
IN ABOVE 
DRAWER SPACE. 


e prices and folder on the 1960 line 
of Modern Maid Gas and Electric Built-ins. 


Name 
Address 
City State 








Distributor [_] Dealer {_] Cabinet Maker [_ | 


TENNESSEE STOVE WORKS 
CHATTANOOGA 1, TENNESSEE 
Circle No. 12 on Handy Cover Card 
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1. ‘‘| WAS LOSING MY SHIRT on linear trim because 2. ‘And customers would complain about dirt and nicks."’ 
of labor costs and waste." 





5. ‘‘l lost plenty of valuable time sorting through the pile 6. ‘‘| lost more time and material trimming out knots 
trying to find the right pieces for economical cuts."’ and defects."’ 


INES 


JOHN DAY TRIM FOR DOORS 
AND WINDOWS 
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3. ‘‘Pieces were either too long...’ **...or too short to fit the window | was trimming." 














\ 


8. ‘‘Now | save time and money with John Day Trim.” 


7. ‘‘No matter what | did, | always finished up to my 
neck in shorts.” 


PRE-CUT.../n standard door and window sizes with allow- Send today for free samples and data 


ance for mitering. Buy only what you use, avoid the costly | N Eo. 
waste of many feet of leftovers. Just call or write the man from i 
PACKAGED... to stay free of dirt, stains and nicks until eee ee eenar GS. Sewnits of Wines, Wert, Dye end’ Bole 
‘ Oregon. Other plants: Plywood, Westfir; Hardbord, Dee; Millwork, Baker and Hines 
you unwrap it for use. Each package clearly end labeled Oregon: Engineering Gad Development Division: Hood River, Oregon 
to prevent mistakes in application, ordering or shipping. 
Everything you need in each door set. Two packages trim 
a window—one labeled ‘“horizontal,”’ the other, 


‘‘vertical.'’ Small inventory does double duty! 


| Edward Hines Lumber Company Dept. 44 
| 200 South Michigan Avenue, Chicago 4, lilinois 
| Please send me full information and free samples of 
! | John Day Pre-Cut Trim for windows and doors. 
100% CLEAR... made of finest soft-textured Ponderosa | 
Pine absolutely free of defects. Easy to work. Satin Name. 
smooth surface easy to finish. 
| Address 
TWO GRADES... Type ‘‘N”’ for all natural finishes. Type | 
“P"’ for paint and enamel finishes, costs 20% less. | city, ie : ee SS 
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For Trouble-Free Service On 
SCHOOL LAVATORY DOORS 


Recommend, Sell 


MILWAUKEE 


SPRING LAVATORY HINGES 


Single-Acting — Adjustable Flange 


Now is the time to recommend—and sell—the popular 
MILWAUKEE line of Spring Lavatory Hinges . 

for the great demand in school building, repair, and 
renovation. Today's top standard in modern design, 
rugged strength, ease and flexibility of installation, 
MILWAUKEE Hinges are available in single or double 
acting types, with adjustable flange and tension, for 
use with one or two doors, with or without hanging 
stiles—in nickel or chromium plated, polished brass 
or bronze. 

Ask for prices on Milwaukee Spring Lavatory Hinges 
for Schools. For other Milwaukee Hardware, see 
Sweet's Architectural File. 


MILWAUKEE STAMPING COMPANY 


804 S. 72nd Street 
Mil ke 14, Wi i 
QUALITY METAL PRODUCTS 
SINCE 1893 











( Here's the one that 
WON'T SHRINK 


This modern plastic in 
powder form makes 
lasting repaits in tile, 
wood or plaster. Pays 
dealers a bigger profit. 
SEUS BETTER because 


WILL NOT SHRINK! 
it WORKS BETTER. 


STICKS AND STAYS pify 
mre mama | 








Most dealers repor 
“Our sales of Dur- 
ham’'s Rock - Hard 
Water Putty keep 
doubling, year after 
year.” What's more, 
Durham’s Rock- 
Hard Water Putty 
ives you by far the 
st profit margin on 
any product of this 
nature. Use it yourself, and you'll quickly 
see why it sells so fast, and repeats so regu- 
larly. ery patching materials may shrink, 
fall out or ot off. Durham’s Rock-Hard 
Water Putty does not shrink. Absolutely 
not. It sticks and stays put. You can saw or 
chisel it, paint or polish it to a velvet smooth 
finish. Easy to use. Keeps indefinitely. So 
economical. Just mix with water as 
needed. e Packed twelve 1-lb. cans or six 
4-lb. cans to case. Keep some of each on dis- 
lay. Available in 25, 50, 100-lb. drums for 
industrial users. Order from your jobber. 


The PLASTIC Repair Material 
in POWDER Form 
Circle No. 15 on Handy Cover Card 
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MOORE'S 


Buyer is Smart as Fox 

RICHMOND, Va.—The distinctive 
new trademark above, the fox with 
one eye closed in a wink, has contrib- 
uted greatly to Moore’s Wholesale 
Builders Supply sales gains this year 
of from 15% to 25%, according to 
Walter R. Parham, Moore’s general 
manager. 

Dixon & Parcels Associates, trade- 
mark specialists, designed the trade- 
mark to be “unmistakeably associated 
with Moore’s and to be expressive of 
the company’s dynamic marketing op- 
eration.” 

The designers say that the trademark 
is “clear in its implication that the 
shopper who buys at Moore’s is smart 
as a fox.” 

Moore’s, with headquarters in Rich- 
mond, has branch warehouses in 
Petersburg, Newport News, Va., and 
in Verona and Camp Hill, Penna. 

Introduction of the trademark was 
made via newspaper inserts featuring 
a full-page illustration of the fox-head. 
Response was good, so the company 
expanded the trademark’s usage. Now 
it’s used on letterheads, envelopes, in- 
voices, calling cards, price tags, out- 
door signs, building signs—even on 
the danger pennants affixed to the end 
of lumber or pipe shipments on cars or 
trucks. 

Moore’s sells appliances, hardware, 


plumbing, electrical fixtures, lumber, 
nails, plaster and anything else that 
goes into building and maintaining a 
house. It operates on a “wholesale to 
everyone” basis. 

New outlets in Virginia and Penn- 
sylvania are planned and the company 
also will expand into other states. 


¢ Forest Fiber Products Co., Forest 
Grove, Ore., announces the appoint- 
ment of George E. Wann as merchan- 
dising manager. 


¢ Hollis Conner, who has represented 
Hyster Co. on four continents during 
his 14 years of service, has been ap- 
pointed sales manager of the firm's 
international div., with headquarters in 
Peoria, Ill. 


* Donald F. Lahay has been named 
sales manager of the building products 
div. of Cupples Co., St. Louis, Mo. 


* BI. Thornton, Cordele Sash, Door 
& Lbr. Co., Cordele, was elected pres- 
ident of the Building Material Mer- 
chants of Georgia at the group’s recent 
annual meeting. Other newly-elected 
officers include: vice-president, John P. 
Bondurant, Athens Lbr. Co., Athens; 
and secretary-treasurer, Charles Mikell, 
Dixie Lbr. Co., Savannah. 


* Robert E. Dougherty of Silver 
Spring, Md., has been named executive 
director of the National Particleboard 
Association. Pending the selection of 
a permanent location in Washington, 
D. C., he is making his office in the 
Associations Building at 1145 19th St., 
N. W. 


¢ Structoglas, Inc., Cleveland, Ohio, 
announces the promotion of Jack Car- 
ter to the newly-created position of 
sales manager. 
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ALUMINUM CENTER FOR INDIANA—Keystone Distributors has opened a new Alumi- 
num Center, above, in Indianapolis, in cooperation with Reynolds Metals Co. The 
specialty jobber added 5,000 square feet of warehouse space to accommodate the 
Center. Lumber dealers and builders can buy 35 aluminum building products from 
one source and at volume prices, said Maurice Winn, general manager. Dealers can 
also use the services of a Keystone application engineer for aluminum product 


demonstrations. 
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PIONEER PLYWOOD STRUCTURE GETS A PLAQUE—A building on the U. S. Forest 
Products Laboratory grounds, Madison, Wis., is honored as first structure built with 
exterior plywood. T. R. Truax, left, drew up the first specification for the exterior- 
type plywood in 1935, made with the then new waterproof synthetic resin glues. W. 
E. Difford, executive vice-president of Douglas Fir Plywood Association, makes pre- 


sentation to Director Edward G. Locke, director of the laboratory. 


Lumber Industry Known as “Horse and 
Buggy Enterprise, Leaders Charge 


Research has brought glued laminated timber, bet- 
ter drying processes, preservatives, fire retardants, 
stressed-skin panels. But much greater reseach needed, 
say industry executives. 


Mapison, Wis.—Frederick K. Wey- 
erhaeuser, chairman of the board 
of the nation’s largest manufacturers 
of forest products told some 1,000 
employes and guests of the U. S. For- 
est Products Laboratory that the lum- 
ber industry as a whole spends “sub- 
stantially less than 1 percent” of each 
dollar on research. 

The result is that the public thinks 
of the lumber industry as in the “horse 
and buggy age,” Weyerhaeuser said. 
The lack of research is viewed as a 
“sure sign of the industry’s early 
demise.” 

He spoke at the golden anniver- 
sary banquet of the laboratory here, 
founded in 1910 as a unit of the 
Forest Service, U. S. Department of 
Agriculture, in cooperation with the 
University of Wisconsin. 

Weyerhaeuser and other speakers 
called for increased research both at 
the Forest Products laboratory and 
at other research centers. 

“The competitors of lumber,” 
Weyerhaeuser observed, “are skillful 
innovators and strong promoters. 
They also have the financial ability 
to do an adequate research, adver- 
tising and marketing job.” 

Research, he said, has provided 
benefits for the lumber industry. Glu- 
ing has made possible the glued lam- 
inated timber industry and edge- 
glued and end-glued lumber, contrib- 


uting perhaps the “single greatest 
improvement in the use of wood that 
has occurred in our time.” Drying 
processes, preservatives and fire re- 
tardants are other benefits from re- 
search, he said. 


“One wonders,” Weyerhaeuser 


commented, “why the industry has 
not taken better advantage of the fa- 
cilities of this great laboratory. Why 
have individual lumber companies 
failed to spend the money and effort 
necessary for research and for the 
development of improved products?” 

Describing his own company’s re- 
search, he said that perhaps the 
greatest dividend the company has re- 
ceived is the “realization of how little 
we really know and how much we 
have to learn.” His only fear is that 
his company is not doing enough re- 
search, he said. 

Plywood research. W. E. Difford, 
executive vice-president of the Doug- 
las Fir Plywood Association, spoke on 
the program with Weyerhaeuser. 

Research at the federal laboratory 
has been the basis for such develop- 
ments in Douglas fir plywood as dem- 
onstrating the utility of white-pocket 
fir for sheathing-grade plywood and 
the stressed-skin principle of panel 
construction, now the basis for pre- 
fabricated houses. 

The stressed-skin principle, Difford 
said, has led to new building compo- 
nents that “bid fair to revolutionize 
light construction practice” and “has 
put plywood in a whole new area of 
engineering design from prefabricated 
houses to space planes, plywood 
vaults and other revolutionary 
shapes.” 


George E. Merrill Dies 

George Edmund Merrill, pioneer 
in the development of the Intermoun- 
tain west’s lumber industry, died re- 
cently in Salt Lake City, Utah. He 
was 78. 

He pioneered mill and distribution 
outlets in Utah, Ida. and Wyo. and de- 
veloped the lumber chain which now 
includes the Morrison-Merrill Lbr. Co. 
and Tri-State Lbr. Co. units of the 
Boise Cascade Lbr. Co. Survivors in- 
clude his widow and two daughters. 
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FIRST PRIZE in Barclay-Barclite Sweepstakes is $7,000 swimming pool, pictured. 


Million Entries Expected in Contest 


New York—Entries have been 
pouring in at the rate of about 2,500 
per day in the Barclay/Barclite Sweep- 
stakes Contest, according to Jay Feder, 
vice-president of Barclay. 

All a person must do to enter is to 
Visit his local building materials dealer 
and ask the question: “How can I im- 
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prove my home. with Barclay and Bar- 
clite products?” The dealer gives him 
an entry form to be filled out and 
mailed to Barclay. There are no jingles 
to write, statements to complete nor 
products to purchase. 

There are 453 prizes for consumers. 
Similar prizes are awarded to distrib- 
utor’s salesmen and dealers. 
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with your 


Cw Ce 
“SALES REPRESENTATIVE 
come these... 









exclusive U.S.G. services 


Why do you buy from your present supplier? Maybe it’s good 
products, good service, fair prices. But have you considered profit? 
At United States Gypsum, profit-making ideas and services are a 
vital part of our business. Through your U.S.G. sales representa- 
tive, learn how hundreds of qualified men are ready to make these 
seven important services pay off for you; or write U.S.G., Dept. 
AL-01, 300 W. Adams St., Chicago 6, Illinois, 
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to boost your sales 


and save you money 


UNITED STATES GYPSUM 


Circle No. 17 on Handy Cover Card the greatest name in building 








A Self Storing STORM DOOR 
that opens the way to year round 
comfortable and healthful living. 


Called the BAHAMA* because it is designed to insure pleasant “indoor 
climate” in all seasons of the year. It’s a storm door in Fall and Winter 
and a screen: door in Spring and Summer. 


The BAHAMA? ‘stores itself, eliminating all storage problems. All you 
have to do is slide the glass panels up and down to cover the screen 
in Winter and uncover it in Summer. Screen and glass panels are 
stored in the door . . . and they’re easy to clean. 


The BAHAMA* is completely weatherstripped with built-in Vinyl 
plastic on three sides and adjustable botton door sweep. Even the 
glass panels have complete weather stripping. Elimination of drafts 
adds to your living comfort and protects your health. You save 
on heating costs in Winter. 


Upkeep costs are at a minimum. BAHAMA* doors never need 
paint. No rusting or rotting. 


They are self-closing. The built-in action of the new and im- 
proved latch and air check prevents slamming. 


The BAHAMA®* Self Storing Storm Door is the result of years 
of experience in the engineering and manufacture of aluminum 
products by one of the oldest firms in the business. It is made 
of the finest extruded aluminum. Corner inserts are re- 
cessed for greater strength and cross bars are riveted to the 
frame. It is the most durable door on the market. It comes 
in standard sizes, ready for delivery and with this full one 
inch door you have your choice of piano hinge or stain- 
less steel oilite bearings. 





THE 


ANTIQUA’ 


Combination Storm Door 
Has all features of BAHAMA* except that 
it gives full ventilation in the Summer by 
removing the glass and inserting the screen 
panel. 











Sold only by factory authorized dealers. 


Write, wire or phone for details. Ask about our 
complete line of lineals for storm windows. 


*Trade Mark 


A, PRODUCT OF 


SOUTHEASTERN TOOL & DIE CO. 


Manufacturers of a complete line of storm doors 
P. O. BOX 26, POWDERLY STATION, BIRMINGHAM |1, ALABAMA PHONE STate 6-6364 





Crass of Service 
This is a fast message 
unless its deferred char- 
acter is indicated by the 
proper symbol. 


WESTERN UNIQN | 


TELEGRAM 


W. P. MARSHALL, Pacsioent 


SYMBOLS 


= "as 
NL=Nighe Lett 








1201. (4-60) LT = internar 


ional 
Letter Telegram 


The nling time shown in the date line on domestic telegrams is LOCAL TIME at point of origin. Time of receipt is LOCAL TIME at point of destination 





NRAO44 PE3Z42 = 


1215P =CST = 





Perea 
*P YWBO44 (M ONAO5S) DL PD VIA NSH (NFU) OWATONNA MINN 12 
RALPH TUCKER SALES MGR RUBEROID CO = 


500 5 AVE NYK = 


‘CONGRATULATIONS NEW RUBEROID FLOOR TILE LINE IS ONE OF THE 
=HOTTEST MONEY MAKERS IN YEARS DEALERS ESPECIALLY HAPPY 
ABOUT ‘SALES TOOLSe PRODUCT QUALITY IS TOP MORE IMPORTANT, 
MANY*ARE PRACTICALLY SOLD OUT AND REORDERING ALREADY 


REGARDS = 





VERN LOBERG INDEPENDENT JOBBERS INCe = 








THE COMPANY WILL APPRECIATE SUGGESTIONS FROM ITS PATRONS CONCERNING ITS SERVICE 





Good news about Ruberoid’s 
new floor tile travels fast 


The wires are buzzing about RUBEROID’s great 
new line of floor tile as the telegram above shows. 

It has been on the market only a few months, 
and already the reorders are piling in. 

And no wonder. Look what the dealer has 
working for him. A new quality line at a popular 
price. National magazine ads that feature his 
place as local do-it-yourself headquarters. A host 


of ingenious sales tools, from displays to ad mats. 
Plus fast service from the nearest of RUBEROID’s 
four plants in New York, Illinois, Texas and 
California. 

What about you? If you are not getting your 
share, the time to act is now. Talk to your 
RUBEROID distributor or write The RUBEROID 
Co., 500 Fifth Ave., New York 36, N.Y. 


‘RUBEROID) 


Helps you build... flooring business 


July 4, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 
Circle No. 18 on Handy Cover Card 


Circle No. 19 on Handy Cover Card 





PORTRAIT OF A LAND MAN 


Warren Pixley, manager of land development and housing for 
Long-Bell Division of International Paper Co., points on map 
at left to one of the 35 Long-Bell yards involved in land develop- 
ment. He wears red coat, the identity symbol of all salesmen ac- 
tive in Long-Bell subdivisions. 

Pixley joined Long-Bell shortly after he was graduated from 
Oklahoma State University in 1948, where he specialized in busi- 
ness administration and economics. 

His first job was assistant yard manager at Nowata (pop., 
3,965), Okla. In 1949 he was made yard manager at Eufaula, 
Okla. The following year he was transferred to Perry as yard man- 
ager and two years later to Tulsa in the same position. 

In Tulsa, Pixley was active in the development of 160 acres of 
land purchased in 1957. The following year he was assigned as 
district manager of the Tulsa District, supervising 10 retail yards. 
In June of last year he was named manager of land development 
and housing for Long-Bell. 


Details of a Big Lineyard's 


Land Development Program 


Warren Pixley, manager of Long-Bell's 

land and housing program, talks about 

the problems and benefits of land devel- 

opment as experienced by his organiza- 

tion, in a tape-recorded interview with 

A. L. and Building Products Merchandiser. 
Among the topics he discusses 
are these: 

1. What to expect in devel- 
opmental costs and prof- 
its 

. Where to get valuable 
free advice 

. Various methods of fi- 
nancing land 

. Selecting the right build- 
ers 

. Promotional aids _ that 
work 





OKLAHOMA City, OKLA. 

Q. Mr. Pixley, the title of land de- 
velopment and housing is a new one 
to us. What is your responsibility un- 
der this title? 

A. My responsibility is that of pro- 
curement of land and lots, supervising 
the development of land and the hous- 
ing program from its inception, also 
our dealings with contractors. 

We have a land development engi- 
neer in this office, also a manager of 
our finance program. The land devel- 
opment engineer is directly responsible 
to me and the finance office manager 
is directly responsible to the comp- 
troller of our company. 

However, he has a split responsibil- 
ity; he is directly responsible to the 
comptroller as far as the finances are 
concerned and directly responsible to 
me insofar as operations are con- 
cerned. 

Q. How long has Long-Bell been 
involved to some degree in land de- 
velopment? 

A. Our company has done some 
development for the past 10 or 15 
years, but actually it has been primar- 
ily our land and our development for 
the past two years. 

Q. What are your plans for land 
development for this year? 

A. We have about four or five 


developments underway at this time. 


One at Muskogee, one at McAlester 
and one at Woodward, Okla. and one 
at Salina, Kans. We have a continuing 
program in Tulsa and Oklahoma City, 
where we have land available adjac- 
ent to additions we have already de- 
veloped and which we may develop 
this year. 

Q. Approximately how many Long- 
Bell yards are involved in a land de- 
velopment program? 

A. We have about 35 yards that 
are involved in lot and land control. 
As far as actual development of raw 
land, we have about 15. This is out of 
about 60 yards. 


Q. What is the price range of houses 
on these lots? 

A. Our price range goes anywhere 
from $10,000 to $25,000. 

Q. What is the range of population 
in these towns? 

A. I'd say 6,000 to 600,000. 

Q. Are the individual lots in the 
smaller communities? 

A. Yes. 


Advice for Small-Town Dealer 


Q. Suppose you are a small town 
dealer, as we know you have been, 
what would be your step-by-step pro- 
cedure once you had decided to go 
into land? 

A. Well, if I were a small town 
dealer and had never had experience 
in lot or land control, my first step 
would be to acquire lots rather than 
land tracts. 

Q. Why, because your cost would 
be cheaper than acquiring raw land? 

A. My primary reason for buying 
lots would be to gain experience. Land 
purchasing for many small town deal- 
ers is a new thing. They have just sold 
the merchandise and never thought 
about a complete building program 


including new land and land develop- 
ment. 

Therefore, I would recommend that 
a small town dealer buy five or ten lots 
just to gain experience because there 
are a lot of pitfalls until you do gain 
this experience. 

Q. What would be your guideposts 
to site selection? 

A. Assuming that the demand for 
new houses was established in a small 
community and assuming that finan- 
cial or terminal financing arrange- 
ments were possible and could be 
made, then the terrain of the land 
would be of primary importance; its 
location in regard to the growth pat- 
tern of the community; the accessi- 
bility to the land and neighborhood 
features of the area; the location of 
schools, shopping centers and things 
of that nature. 

Q. How can a small town dealer 
get technical assistance? 

A. He can go to the FHA land 
planning department and get pertinent 
information and help, actually step- 
by-step guide as to what he will have 

(continued on next page) 
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FREE SIGNS are provided for 
builder customers by Long-Bell 
yards. Sign gives name of the 
model home and name of builder. 


ATTRACTIVE ENTRANCE to Long- 
Bell's major subdivision in Tulsa, 
Okla., which opened a year ago 
this month. A crowd of 8,000 at- 
tended the opening. (Subdivision 
plan which is partially shown on 
this issue's cover is another Long- 
Bell subdivision, in Salina, Kans.) 





THREE-PAGE PROMOTION in Tulsa World on Longview Acres included 
biographical background on five of the cooperating buiiders and many 
ads by suppliers in addition to this full page. Although played down in 
this ad, Long-Bell name appears in news story in this section. Tulsa was 
picked for this major development, according to Long-Bell’s general man- 
ager Munroe Fearing, because of its high per capita income. 





LAND DEVELOPMENT 


(begins on page 32) 





to do to get FHA acceptance of the 
addition. 

Your local city or county engineers 
can give you the local aspects and 
requirements of the addition. An inde- 
pendent consulting engineering firm 
will certainly give you help and you 
will want to work with them and 
through them and hire those people to 
do your whole planning for you. 

Q. What help can you get from 
municipal officials in small commun- 
ities? 

A. Your Chamber of Commerce 
and your utility companies, such as 
your gas company and your electric 
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and telephone company have an eco- 
nomic survey department within their 
organization. All this information is 
readily available to almost anyone. 
And they can certainly give you good 
information along the lines of growth, 
potential and things like that. 

Q. Do you ever take options on 
property or do you always buy out- 
right? What would be your advice on 
this subject for a small town dealer? 

A. Well, if a small town dealer 
should go into small tract develop- 
ment, he should try to protect himself 
with options for adjacent land if it is 
possible. 

Some places it is possible and some 
it isn’t, but generally speaking he is 
going to have certain off-site improve- 
ments that are going to be necessary 
for a small tract of land that can be 
utilized for additional land. 


If the dealer can option the land 
without putting any money into it or a 
very small sum at least, he should 
certainly do so. 

Q. Does Long-Bell ever take any 
land on option? 

A. Yes. It’s fairly standard practice 
in most of our developments. 

Q. Do you do any building yourself 
or do you work exclusively through 
your contractor customers? 

A. We work primarily through our 
contractor customers. However, we 
have some locations where we do 
build the houses ourselves. It is our 
present policy to work through con- 
tractors and not build the houses. How- 
ever, in many small communities, we 
are not able to induce local contractors 
to build speculatively. 

Q. Will you sell lots to anyone else 
but a builder? Will you sell to a home- 
owner? Anyone else? 

A. Yes, we will with an adequate 
understanding. 

Q. That the customer buy his ma- 
terials from you? What is the general 
understanding? 

A. Yes, that’s desirable, but we try 
to put into our sales contract a clause 
stating that if this person does not 
build on this lot within one year, we 
exercise an option and will purchase 
that lot back for the same price we 
paid for it. 

Q. Would that prevent me, as a 
speculator from coming in? Suppose 
I want to build on speculation and buy 
a lot from you. That still wouldn’t 
prevent me from building on specu- 
lation, would it? 

A. No. 

Q. How fast a turnover do you try 
to get on lots? 

A. I would say that the ideal turn- 
over would be from a year to 18 
months, provided you have adequate 
profit in your lots, but that’s a relative 
thing. 


Expense of Land vs Materials 


Q. Isn’t it pretty expensive to hold 
land for any period of time or do you 
look upon land as just a piece of 
material? 

A. Well, again if you have the 
opportunity of making adequate profit 
off the land plus being able to sell the 
merchandise for a year or two years, 
then we don’t think it’s as expensive. 

Q. You mean, that it’s not any more 
expensive than it is to hold materials? 

A. That’s right. By holding land, if 
we can assure ourselves to the best of 
our ability that we’re going to be able 
to sell merchandise in a year, 18 
months, or two years from now, at a 
good legitimate markup and profit, 
then we think we should certainly 
hold it. 

Q. The problem of financing seems 
to be uppermost in most dealers’ 
minds. We've heard about dealers 
getting together cooperatively, also 
lining up local business men as stock- 
holders. If you were looking for 
money outside your own organization 
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what method or sources would you 


try? 

A. I would say that a method 
whereby you could have a group of 
businessmen go in and form a devel- 
opment corporation with a manager 
assigned to the development of this 
particular piece of land—that would 
be desirable. 

Q. This manager being under your 
supervision, I assume? 

A. Yes, but we know that if you 
get too many people trying to run a 
project it can get fouled up. And if 
you can have a development engineer 
or manager do the developing him- 
self, then I think that’s the way you 
should try to work it. 

Q. Are there any other sources you 
would suggest? 

A. An individual, if he is financial- 
ly able, can go to a lending institution, 
a commercial bank or in some in- 
stances even mortgage companies that 
will be able to obtain finances from 
commercial banks—they can lend you 
the money themselves to develop land. 
This has been done. It’s probably not 
as popular as maybe a group of 
individuals going together and _bor- 
rowing the money themselves from 
this bank. 

Q. What about Savings and Loan 
Institutions? 

A. They’re able to do the same 
thing in many areas and they do in 
some instances. 


How Builders are Financed 


Q. Can you explain how you fi- 
nance builders? 

A. We finance builders as far as 
construction money or interim financ- 
ing is concerned to the extent in some 
instances of 100% of the cost of 
construction. 

Generally speaking, we go through 
the FHA and utilize their conditional 
commitments. We have estimators in 
our office here, who estimate our costs 
of construction along with the estimate 
that is made by our local yard man- 
agers and the builders. 

We acquire certain exhibits—the 
FHA conditional commitment, the 
loan take out letter with an established 
and verified loan discount rate. 

After we determine to the best of 
our ability the costability of a deal, 
then we draw up notes and mortgages 
or deeds of trust, depending in which 
state you’re operating in and we have 
the first lien on the property. 

We advance money to the builders 
based on lien assignments that are 
derived from the said contractors and 
workers. We finance the builders by 
this program and in most instances, it 
has been very successful. 

Q. What do you pay approximately 
for raw land per acre? 

A. We have paid as little as $500 
per acre and as much as $3,000 an 
acre for land, depending on location. 
Your more expensive land is around 
metropolitan areas. 

Q. Can you give us any figures on 
your land development costs? 

A. We have an addition that will 


cost around $3,900 per acre and other 
additions that have cost as much as 
$4,600 per acre. That is only the 
development costs. 

You can say roughly that develop- 
ment costs will run anywhere from 
$3,500 to $5,000 per acre, depending 
on terrain, whether you have storm 
sewers and what help you will receive 
from the local government agencies— 
the municipality and the county. 

Q. Do you use your own land de- 
velopment equipment or do you lease 
it? 


A. Neither one. We let out con- 
tracts for all our land development 
‘work—grading, laying the sanitary 
sewers, storm sewers, water lines, etc. 
We let it out in some instances on 
sealed bids. However, we are able to 
negotiate bids with contractors more 
successfully than we can with the 
sealed bid method. 


Profit Breakdown Per Lot 


Q. What kind of profit do you ex- 
pect to make? 

A. Land is nothing but a piece of 
merchandise as far as we are con- 


cerned. You have a certain amount of 
money invested in it, you make your 
profit on the sale of that merchandise 
at a profit with turnover. We have 
made 10% average profit per lot. 

Q. Over all, what would be your 
average profit on a lot? 

A. 10% 

Q. What evidence should be sub- 
mitted to get a financing decision on 
a proposed development? 

A. When I make a presentation to 
my company, I base it on our actual 
investment in land and materials and 
interim financing, if we go that route. 

We base it on what we have in- 
vested in the whole deal and we try to 
ascertain our expense and profits on 
the whole project. We base it actually 
on net return on investment. 

We have heard it is possible to 
make as much as 15% to 20% on the 
investment after corporate taxes, so 
an independent dealer in some in- 
stances could make a lot more than 
that. 

Q. There’s been a lot of talk about 
capital gains in relations to financing. 

(continued on page 38) 


Looking for a NEW HOME in the Greater Wichita area’? By. 


You will find the "Home-of- 


your-choice” in any one 


of these 7 conveniently located additions... 
Ask the Man in the Red Coat. to ic on duty TODAY and every day 
to gve you any information you need... Drive out today and bring the family. 
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“MAN-IN-THE-RED-COAT” is a unique identification used by Long Bell for home 
salesmen at the building site. Same symbol is used on TV and other media. This 


ad appeared in The Wichita Eagle. 


July 4, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 


35 

















S>p>2>ra>s> 

25>>>> >. > 

>> >y> ro 55> 
>> >> >>> >> >>) 


> 
>>a35> > 
oe Se Sere ne 4 ee Ss 
a5 > Pp bee ? 
vasa seSSSRS DOS 
nes >. <> 
a> >> >>> >>> 
: >. 


>> . — 





>>>: 
>>3>>5 : 
+S >3523525923 
332525 53525325> 
>> >> 2 >> 25 >25> 
>>? > >>>>25> > 
S>> 33333 


> 
>> 





>> 
>> . 
Stastesssec et: 
>> > 24 >2 35> 
ete toe hee 
Cees >>>>>23> 


>>" 

3235 

3>>3>235 
>> 








wie NOW...WITH THE INTRODUCTION OF 


SELL A COMPLETE 


ALUMINUM 


DIAMOND-RIB* FOR STRENGTH IN NEW CONSTRUCTION 


f\ 





WRK AARAAKKAKEREKEKEKEKKKKKKKKKKKKKKKKKK 

















CIS( 


SAN FRAN 


3-16, 


) 





TEN FURNISHED MODEL HOMES were open to visitors on opening day at Longview 
Acres. Five homes were sold in a single day, Sunday, October 24. Over 80 homes 
in the $20,000 class have been sold since the project opened. 





LAND DEVELOPMENT 


(begins on page 32) 





Have you had any experience along 
that line? 

A. I have not. I’ve heard a lot of 
discussion and a lot of debate on it, 
but from what I have heard and can 
gather, you have to treat the sale of 
land and lots just as you would ordin- 
ary income. As far as our company is 
concerned, we let our attorneys wor- 
ry about that. 

Q. How expensive are your lots in 
relation to the price of the house you 
intend to build? 

A. I would say that 15% would be 
about the minimum today and as much 
as one-third in some locations. In 
Arkansas, for example, they go up as 
much as 30% to 35% as far as the 
land is concerned. In Oklahoma City 
or Tulsa, I would say from 15% to 
18% would be fairly accurate figure. 


Picking Your Builders 


Q. How would you go about select- 
ing contractors for your development? 

A. Our selection of builders is 
based on our opinion of the builder— 
his ability to build the houses, his 
integrity and his general attitude to- 
ward our program. 

We know we have a sound adver- 
tising and sales promotion program 
and we think it is a good one. Our 
advertising program is free to our 
builders. We allocate a certain per- 
centage of the merchandise that is 
sold not just to him, but to our overall 
program and that money is utilized for 
his benefit as well as our own. 

Q. To what extent do you limit the 
number of builders in your develop- 
ment? 

A. In a small subdivision where we 
might have 50 lots, we think a builder 
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can do better if he builds 15 to 20 
houses a year. This is partly deter- 
mined by the number of lots available. 

In a 20-acre development, which 
will cut out somewhere between 60-75 
lots, probably three or four builders 
will be sufficient. It depends on the 
ability of the builder and how many 
houses he can build in a years’ time. 

Q. What exhibits should be pre- 
pared for the builder? What is the 
procedure here? 

A. We have a material estimate 
form which we use. For each plan the 
builder submits to us our yard man- 
agers or estimators, as the case may 
be, make an estimate of the materials 
on this estimate form; the builder 
provides an estimate of his costs for 
subcontracts such as plumbing, heat- 


ing and wiring and things like that. 

We provide the forms, plus the 
plans and specifications plus the cost 
breakdown form which includes the 
materials and all the other costs, which 
are sent to our finance office. That is 
where we do the final estimating or 
check the estimate where it was made 
locally to see that they haven’t made 
any mistakes. 

I’m not saying our estimator is any 
better than the other person, but if 
we're going to finance the deal, we 
want to ascertain to the best of our 
ability whether the builder is going to 
make a profit. We cooperate with the 
builders on this basis—that both par- 
ties have to make a profit or it’s no 
good. That’s the first way you can get 
into trouble—by letting him build a 
house without enough profit. 

Q. What profit do you think a 
builder ought to make on a house? 

A. We try to shoot for 10% to 
15%. However, in today’s mortgage 
market of discounts, that may or may 
not be the case. I think generally, the 
mortgage market determines what the 
average builder will or will not make 
—the discount rate. 


Responsibilities of Builder 
and Lumberyard 


Q. What are the responsibilities of 
the builder in your development? 

A. He is responsible for the con- 
struction of the house in an orderly 
manner; to see that his building pro- 
gram is continuous, that there are no 
delays as far as he is concerned. 

He is responsible, if he goes through 
the FHA to see that the houses are 
properly constructed and ready for 
the inspections. 

He is responsible for maintaining 
the house after it is completed, keep- 


wf 
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HOSTESSES DEMONSTRATED various products displayed at Longview 
Acres. Professional promotional agency used newspaper, TV spots and 
billboards to draw crowds. Patio floor above is made of Portland cement. 
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ing it in a presentable manner, both 
inside and outside, so that when a 
potential buyer comes in, he will see 
the house at its best. 

Q. What are the responsibilities of 
the lumberyard? 

A. Our yards are responsible to the 
builder for making their cost break- 
downs, in presenting this program to 
them; in presenting the building pro- 
gram to the finance office; in submit- 
ting and obtaining all the necessary 
exhibits to the finance office—that’s 
the responsibility for obtaining the 
deal. 

The responsibility of the lumber- 
yard is to assure the builder that the 
materials will be on the job when the 
builder wants them. 

Q. Once the development is un- 
derway, how do you promote it— 
through the builder or otherwise? 

A. We promote both the additions 
and builders, rather than our com- 
pany. 

Q. Is your company name men- 
tioned in any of your promotional 
material? 

A. Yes. 

Q. Does the consumer know that 
he is dealing with Long-Bell? Does he 


DIBOS OIE 


Promotion to Builders 


Builders are invited to learn how 
they can profit in the Long-Bell land 
development program in a_ special 
presentation made to groups of build- 
ers throughout the territory in which 
Long-Bell is active. 

Flip-chart presentations in text and 
photographs show what Long-Bell has 
to offer in financing and merchandis- 
ing helps. In return, the builders’ re- 
sponsibilities are frankly outlined as 
well. 


EE 


know that you have a part in this pro- 
gram? 

A. He may. Our company’s name 
may or may not be mentioned on 
signs in the addition. It would only be 
a large addition sign saying, “Materi- 
als by Long-Bell.” 

On the builder’s stick pin signs in 
front of the houses, our name is not 
mentioned. These signs are provided 
free to the builders. 

Q. What about your TV advertis- 
ing? 

A. Our name is mentioned. This 
promotes the builders and the addition. 
Generally speaking, it’s the addition. 
The same is true in our newspaper 
advertising. 


Q. Builders must like this program, 
don’t they? 

A. Yes, they seem to. 

Sales Tools for Builder 

Q. What sales tools do you use? 

A. We have a promotion in process 
of registering with the trademark, “Ask 
the Man in the Red Coat,” whereby 
we provide at cost a red wool flannel 
coat to the real estate agency or sales- 
men within the subdivision. 

All our advertising—our newspaper, 
our television, our little stickpin signs 
in front of the addition, the large addi- 
tion sign at the entrance—all are built 
around the theme, “Ask the Man in 
the Red Coat.” This is so the buyers 
will know who to talk to about the 
purchase of a house or whom to 
question. 

We have openings in our subdivi- 
sions of model homes. We provide 
brochures to the buyers. We promote 
again the addition and builders in 
these brochures with points of sale. We 
will only provide brochures where we 
work the entire subdivision. Between 
January 15 and February 15 of this 
year, we had 35 sales contracts signed 
in one town. We know this is due to a 
great extent to this advertising pro- 
gram. 

Q. What kind of sales assessment 
do you make against each lot? 

A. We try to base it at about $50 

(Continued on page 40) 








OUTRIGHT PURCHASE—. 
INSTALLMENT CONTRACT 
OR LEASE 


®@ Adjust to desired pitch quickly 


@ No hand nailing required 





PENHURST 
AUTOMATIC TRUSS MACHINE 


®@ Machined trusses made in one single operation 


@ Adjustable from 16’ to 40’ spans 


Write or Call: WH 3-6400 


PENHURST MACHINE COMPANY 


1339 East 289th Street — Wickliffe, Ohio 


A 
Truss 

a 
minute 


ae # yj ‘1. | 


& 


T 


il 


Bit 
if 
. 


jslbbalyy) 


Profits pile up when you suggest 
“SCOTCH” BRAND Masking Tape with every paint sale. 
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per house rather than lot. Naturally 
we do not want to promote or spend 
money until we get the finished prod- 
uct up. That doesn’t mean we don’t do 
some promotion before the houses are 
ready. We do some promotion for the 
grand opening. We like to have a 
small inventory of houses at this time 
so that we can provide immediate 
sales. 

Q. Do you maintain model homes? 

A. We always furnish our model 
homes—furniture, carpeting, etc. We 
have had as few as three model 
homes and as many as 10 in a sub- 
division. 

Q. We’ve heard the land develop- 
ment ‘is all right for the big dealer, 
but it’s no good for the little fellow 
because it’s loaded with problems and 
pitfalls and it’s easy to lose your shirt. 
What’s your opinion? 

A. If land development is proper- 
ly handled and if you know as many 
problems may arise before you get 
started, you’re certainly going to elim- 
inate a lot of your headaches. 

I think proper and adequate pre- 
paration is the main thing in develop- 
ing a subdivision. I think a lot of 
people go into these things without 
knowing what they're doing in the 
first place and think as they progress 
in development that they can work 
out certain problems. 


This is a serious mistake. Let the 
dealer take it step-by-step—get all his 
paper work done so he will know 
what his costs are going to be through 
engineers’ estimates and negotiating 
contracts. He may even take options 
on land rather than purchasing it. 

If the dealer will do these things, 
at least he won’t be over his head 
when he does go into land. 


re. 


ACTIVE IN LONG-BELL’S PROGRAM in 
land development are, left to right: W. 
R. McClung, retail finance manager; 
Warren Pixley, land development and 
housing manager and W. J. Shugart, 
architectural department manager. 








12-PAGE 
TRUSS 


REPRINT 


Now available is a special 12- 
page reprint discussing all phases 
of truss fabrication for residen- 
tial construction. 


Titled “Truss Making Makes 
Sense,” this reprint is the most 
complete, most up-to-date job of 
reporting available on the sub- 
ject. 


Single copies 25¢ 
Remittance must accompany order 


QUANTITY PRICES ON REQUEST 


AMERICAN LUMBERMAN 
59 E. Monroe St., 
Chicago 3, Til. 
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it’s easy to prepare effective advertisements 
with ADservice mats 


Simplify the job of preparing your ad- 
vertising with easy-to-use ADservice ad 
mats. Anyone can turn out advertise- 
ments that bring in business, quickly 
and easily with amazingly low-cost 
ADservice ad mats. 

ADservice offers you persuasive copy, 
top-quality illustrations and attractive 
layouts custom-designed by profession- 
als who specialize in lumber dealer ad- 
vertising. 

Used for years by hundreds of the 
best-known, most profitable lumber- 
yards because — 


¢ ADservice makes it easy to prepare effective 
lumber dealer ads. 


ADservice will cut the time it takes you to 
prepare an advertisement. 


ADservice makes it simple to prepare any 
size ad. 


ADservice offers you hundreds of top-quality 
illustrations for your ads. 


ADservice supplies professional layouts for 
your advertisements. 


ADservice gives you fresh copy for ads that 
is convincing and action-provoking. 


For complete details write today for FREE 
ADservice catalog. Avaiicble only from — 


AMERICAN LUMBERMAN 


59 EAST MONROE STREET * CHICAGO 3, ILLINOIS 
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WHY NOT SELL THE COMPLETE HOME? 


Furnish ALL the material . . . 

Take the long profit yourself! 

FRANCHISE AVAILABLE on 

CESSNA CUSTOM PRE-CUT 
HOMES... 

Selling direct to Consumer 





PROVEN PROFIT BUILDER with 


% No down payment — financing available 


% Complete packaging of custom-built home — 
shell and trim 





% Extra profit without inventory on heating, 
wiring and plumbing 
% Dealer buys, cuts and sells own material 
Inquiries sought from this area — lumber % Completely engineered plans, specifications, 
dealers only, please — other territories and material lists for basements, shell, trim, and 
open soon, heating, wiring and plumbing packages. 
Start a million-dollar-plus business with present personnel and equipment .. . 
with complete merchandising, advertising and promotional help. 


call, write or wire 


CESSNA HOMES, INC. 


5871 Mahoning Avenue 
YOUNGSTOWN, OHIO 
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Bringing the Housing Business Back to Lumber Dealers 
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APARTMENT HOUSE in Rock Island, Ill., using prebuilt compo- tion is apparent as workmen place section into position. 


nents made by Wholesale Distributing Co. Ease of construc- 


Wholesaler Swings to Prebuilt Components 


* Roof trusses, box and laminated beams, 
wall panels are being manufactured on cus- 
tom basis for sale by retail lumber and build- 
ing materials dealer customers. 


* Components will put dealers in competitive 
position to sell commercial and _ industrial 
buildings as well as residential and farm 
markets, wholesaler predicts. 


MoLInE, ILL. 

Lo Piao Acti of prebuilt 

house components by the Whole- 

sale Distributing Co. here was trig- 

gered by two developments last year— 

new cash-and-carry competition and 

requests for trusses and other compo- 
nents from builders. 

“We feel that by making and selling 
parts instead of pieces we help our 
dealers compete with the large cash- 
and-carry firms which invaded the 
Quad City area,” said Grant Nelson, 
sales manager of the wholesale com- 
pany. All components are distributed 
through retailers, including the whole- 
saler’s own Moline retail yard of Di- 
mock Gould & Co. 

With the wholesaler’s new compo- 
nents, retail building materials dealers 
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can also compete with prefabricator 
competition, Grant said. 

“We like to think we are now in the 
custom-built component business,” he 
added. “By this method, the average 
retail building materials dealer can 
compete with prefabs and make a nice 
profit without being limited to a few 
stock designs.” 


Trusses. Wholesale Distributing Co. 
launched its prebuilt component pro- 
gram by marketing roof trusses. 

“Our research indicated that we 
should offer two basic types—the nail- 
glued truss for all low-pitched roofs 
and unusual designs and the Gang-Nail 
plate truss for high-production, low- 
cost standard designs,” Nelson said. 

The Moline firm is presently work- 
ing with a lumber dealer which is 
supplying a large motel job, using 
almost 200 roof trusses—typical of the 
commercial sales which can be obtained 
through supply of prefabed roof trusses. 

Another example is a rest home 
which will use from 100 to 150 trusses. 

A large warehouse in Galesburg, IIL, 
used 48 trusses, delivered 48 miles. A 
special over-the-road delivery permit 
was obtained from the state highway 
commission. 

Nelson will promote trusses for the 


Wholesaler Trend 

The accompanying article is 
part of a continuing series show- 
ing how distributors are now pre- 
fabing major component parts 
for dealer sales. 

For other articles, see your 
June 6th issue of this magazine. 
That issue also contains a special 
report, “Prebuilt Housing Will 
Affect Your Business.” Reprints 
of the complete report are avail- 
able for 50¢ each from A. L. & 
Building Products Merchandiser, 
59 E. Monroe, Chicago 3, IIl. 


farm market—machine sheds, loafing 
barns and similar structures. Prebuilt 
trusses can be applied atop poles in 
barn construction, he pointed out. 
“The wood trusses are easy to work 
with the do-it-yourself farmers, as well 
as the contractor or builder,” Nelson 
tells his retail dealer customers. 
Capacity at the fabrication plant is 
200 trusses a day. The Moline whole- 
saler also manufactures supplemental 


parts of roof sections, such as rake 
ladders, gable ends, etc. Gable ends for 
houses include the louvers which are 
pre-installed at the plant. 


Beams. A complete line of solid 
laminated beams and plywood box 
beams are fabricated by the wholesaler. 

At a recent clinic held for 300 
dealers from Illinois and Iowa, the load 
capacity of a 22’ beam was demon- 
strated. Eight tons of cement blocks 
were placed atop the beam. There was 
only a %4” deflection in the beam. 

Custom exterior wall sections are 
also being marketed. 


Wall panels. Wholesale Distributing 
has developed their own method of 
exterior wall paneling. Window units 
are omitted from the panels. 

The firm’s retail yard, Dimock 
Gould & Co., recently issued bulletins 
to their contractor customers on the 
wall panels. It explained that the fabri- 
cator will layout studs in the panel in 
the same manner as the contractor lays 
out his joists, but the plant must have 
the contractor’s intentions. 

A planned delivery schedule is es- 
sential for wall panels to the site. Di- 

(continued on page 44) 


PREBUILT COMPONENT HOME 
now occupied by Mr. and Mrs. 
Grant Nelson. Nelson is sales 
manager of Wholesale Distri- 
buting Co., Moline, Ill. 


PRESS FOR TRUSS FABRICA- 
TION is shown by workman 
to Leon Wahl, coordinator 
of wholesaler’s fabrication 
program; Roy Manis, Quad- 
City salesman and sales 
manager Grant Nelson. 








PREBUILT COMPONENTS 
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mock Gould & Co., gives these sugges- 
tions to builders: 

1. Give advance notice of delivery 
time desired. No plans delivered after 
3 p.m. 

2. Provide access to the building for 
delivery truck, preferably at the front 
near a corner. Specify exact location 
of this access spot so panels can be 
loaded in proper sequence for unload- 
ing. 

3. Draw line around perimeter of 
subfloor, representing the inside face 
of the bottom plate, for accurate posi- 
tions of the panels. 

4. Provide a crew of three men. 

Equipment. Wholesale Distributing 
invested $150,000 for shop machinery. 
Equipment includes a gluing machine; 
pneumatic stapling and nailing ma- 
chines; a 20-ton press; an 80’ roller 
conveyor table and a series of radial 
saws and conveyors. 

Wall panels are fabricated on a 42’ 
table. There’s a special jig for entrance 


MECHANICAL 
HANDLING 
speeds trusses 
to retail custom- 
ers of Illinois 
jobber—direct 
to site. 


with a Mono-Rail system. 

Leon Wahl is general coordinator of 
the fabrication program and Earl Bour- 
deau is plant superintendent. The work 
force includes a foreman, three men 
for wall panels; four on Gang-Nail 

trusses; four in the cutting department 


plus loading and handling crews. 
Promotion. Adealer meeting 
launched the component marketing pro- 
gram late in April. Dealers are invited 
to tour the plant. One recent visiting 
group came from the Alexander Lum- 
ber Co. with headquarters in Aurora. 


door frames. The plant is equipped 








FAMOWOOD | ae .. the AMAZING... REDUCE delivery costs. 
for wood finishes! 
gry mk mg « STICKS LIKE GLUE! UNLOAD a basta or ae ata time 


caowoo is the answer... where wood 
Spices R-B ROLL-OFF 
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Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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TRIM PRODUCTION COSTS... 


Give better cut-to-size service 
WITH A 


BENNETT 2-WAY PANEL SAW 
_ Bennett 








Rip cuts 
Cross cuts or rips panels of 
© TILEBOARD @ PLASTICS AND 
© HARDBOARD PLASTIC 
© PLYWOOD LAMINATES 


® ALUMINUM WRITE FOR 
LITERATURE 


Distributed in 
CANADA 


Cross cuts 


by 
HAMILTON LUMBER 
AND SUPPLIES, LTD. 
669 Parkdale 
Ave. North 
HAMILTON, Ontario 


Both cross cuts and rip cuts 
can be made without re- 
moving panel from ma- 
chine. One man can handle 
a 4 x 12’ panel! 


TRADE 


RICHARD C. BENNETT MFG. CO. 
_ Box 339 
LACEYVILLE, PENNSYLVANIA 
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WALL PANELS prefabed 


of 2’x8’ corrugated 


aluminum panels nailed to 2x4 framing with 1x4 
top and ends are stacked in Viemont Lumber Co. 
warehouse prior to use in farm building. 


GALVANIZED STEEL trusses 19’ wide are bolt- 
ed together in Viemont warehouse. Don Hast- 
ings, office manager, shows how prefabed 


trusses look before installation. 


A 


RIDING GENTLY atop four floating “‘logs’’ is Viemont's first Keyframe floating 
boathouse at Peoria Heights, Ill. 


"EXTRUDED PLASTIC formed into 

25”x33”x6’ “log’’ is capable of 

floating 55 pounds per cubic foot. 

Viemont Lumber uses a “log” 3’ 
tue oneer than this one. 


a 


Prefabs Boathouse From Four Materials 


Lumber dealer combines lumber, plastic, steel and 
aluminum into unique specialty sales product. 


MACKINAW, ILL. 

A floating boathouse is the key to 
more profits for Viemont Lumber Co. 

For the last five years, J. T. Vie- 
mont has prefabricated 8’ high wood 
framing and corrugated aluminum 
(2.2. Bs panes: 2... oe 
wide. He has also done a _ thriving 
business putting up modern pole farm 
buildings in central Illinois. 

But now Viemont Lumber Co. has 
gone into boathouse construction. 
With the number of mariners growing 
along the nearby Illinois River, the 


need for boathouses should grow right 
with them, Viemont believes. 

Boating is booming and Viemont 
thinks this sideline can turn into a 
valuable year-round addition to his 
business, especially since these hobby- 
ists like to work on their boats in 
winter to get them in shape for spring 
launching. Where better than in their 
own boathouse? 

Trusses for the structures are pre- 
fabed of galvanized steel 19’ wide 
in the Mackinaw shop and trucked 
with materials to the erection site. 
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First building erected last May 
floated on four 25” x 33” x 9 logs, 
each held by %4” dowels in 2 x 6 red- 
wood frames under each corner. Atop 
them around three sides is 2 x 10 deck- 
ing 3’ wide. Bolted to this interior 
walkway base is the steel framing with 
trusses bolted to that. 

Aluminum roof and wall skin is 
attached to 2 x 4 studs bolted to 
trusses and framing for the 19 x 36’ 
structure. 

Labor time was about 200 hours. 
Packaged sale totaled $2,475. 

(See page, 52, this issue, for story 
on how dealers sell marine supplies). 
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Another Orangeburg first. 








the Lady | 
TG 
presents... 







[ee for the Silver Band 


Exclusive Orangeburg Fittings are precision 
made to assure better installation, FL (Fork 
Lift) units of Orangeburg Pipe in truckload 
shipments save you time, space and handling. 
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Cleaner Hands Cleaner Clothes , No Irritation 


4 


Handle a length and you'll see little | Completely sealed with durable coat- There's virtually no dust or soot to 
or no black rubs off. New klean-kote ing, new klean-kote Orangeburg Pipe cause annoying irritation to face, 
Orangeburg Pipe is much, much — won't “smudge” on clotiiing. Cleaner hands or arms. New klean-kote Pipe 
cleaner than ordinary un-coated pipe. to handle, store, display and install. _ is another exclusive with Orangeburg. 


& i+. 

















JRANGEBURG 


Root-Proof and Perforated Pipe 


A development of Orangeburg and Flintkote Research Laboratories, 
new klean-kote Orangeburg Pipe has a tough, non-brittle, protective 
coating for cleaner, safer handling. 

To you and your men, this literally means cleaner hands, cleaner clothes 
and little or no chance of hand or face irritation. In addition, new 
klean-kote travels better. Weathers better. Joins better. And even looks 
better in the yard or on display. 

Best of all, nothing has been changed in the traditional fine quality of 
the Orangeburg product. Mew klean-kote is just what the name implies 
—a clean coating. Beneath this protective coating lies the same quality 
product, manufactured with the same painstaking care which has made 
Orangeburg the best-known, best-selling line in America. 

Ask your Orangeburg Wholesaler to show you a length of new klean-kote 
and place your order now. 


Manufacturer of 


Orangeburg Manufacturing Co., Orangeburg, N.Y. * Division of The Flintkote Company FLINTKOTE America’s Broadest Line 


wa” of Building Products 
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20’x36’ ECONOMY COTTAGE with 20’x8’ patio under roof, 
sold by Consolidated Lumber Co., Webster, Wis. Exterior 


finish is battens over panel joints, painted bright red. Dealer 


prebuilt panels, erected them on buyer's foundation. He sold 
paint, which was applied by buyer. Package price: $1,895. 


Cottage Plans for Dealer Fabrication 


You can make easy-to-erect ‘‘economy”’ panels on 
simple jigs. Or, you can sell the materials package 
and blueprints for fabrication by handyman cus- 


tomers. 


12’x20’ CABIN makes an ideal fishing 
and hunting hideaway. It was ready for 
occupancy a week after being ordered. 
Any dealer can easily precut and fabri- 
cate the panels. 
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St. PAUL, MINN. 


NY DEALER, no matter how 

small, can get into the compo- 
nent panelization business with the aid 
of Weyerhaeuser Company’s vacation 
housing program. And they’re doing it, 
too. 

Since the program was announced 
only a few months ago, almost 1,000 
cottage kits have been sold to dealers. 
Each kit provides panel fabrication 
details and a host of selling aids. 

The panel plans are so simple that 
the components can be made on sim- 
ple jigs by handyman customers, the 
Weyerhaeuser people say. You can 
sell the materials and plans in a pack- 
age for buyer assembly, or you can 


sell in three other ways: 

—Sell precut materials and plans 
for a package that’s nailed together 
and assembled by the buyer. 

Prefab the panels for a package 
that the buyer simply assembles at 
the site. 

—Prefab and erect the cottages and 
cabins, finished inside and out to any 
degree specified by the buyer, for full 
DSC (Dealer Sales Control). 

Tie-in sales. The pre-engineered 
plans are for the house shells. For cer- 
tain purposes, such as a hunter’s cabin, 
that’s all the buyer needs. 

For other customers, you can tie-in 
sales of siding, flooring, plumbing, 
kitchen cabinets, appliances and all 
other finish needs. 

Panel system. The plans come for 
two widths (12’ and 20’). Lengths 
can be extended as desired. 

Semi-skilled labor may be employed 
for both panel fabrication and on-site 
erection. 

When the panels are built with ex- 
terior type plywood with waterproof 
glue, the plywood can serve as the 
permanent siding (with vertical battens 
on (continued on page 50) 
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SIMPLE COMPONENTS made from stock materials is feature 
of Weyerhaeuser cottage system. Hand gauge, above, is used 
by retail lumber dealer to accurately position 1” x 4” ledger 
board on floor beam. 


ROOF PANEL is removed from jig. Roof, floor and wall panels 
use 4’x4’ or 4’x8’ plywood sheets to minimize cutting. Floor 
joists, roof purlins, studs and plates are stock 2x4s—about 
60% of them less than 4’ long. 


CENTER GABLE panel is formed by precut plywood sheet, atop 


PLYWOOD goes into position to make a cottage window panel. 
framework of studs and plates nailed together in simple jig. 


Cut-out for window may be altered to accept any type of unit. 


Prebuilt Panels Make Cabin Erection Easy 


FLOOR PANELS are placed between one end 
of floor beam and the adjacent floor beam, 
adjusting the latter to fit, as shown at left, 
above. After prebuilt panels are placed on 
floor beams and plates, gable panels are nailed 
through 1x4 into double plates on top of wall. 
Then 4”x4” center posts are braced and nailed 


to floor beam and ridge beam installed with 
splices in members occurring over posts. ROOF 
BEAMS and roof panels are installed on one 
side of roof, as pictured right above, then 
beveled 2x4s are installed on top of the ridge 
beam between each set of rafters, before placing 
roof panels on other side. 
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at joints) and can be stained or painted. 

Later, horizontal or vertical wood 
siding can be nailed over the plywood. 

(If outer walls are to be covered 
soon after erection with wood siding 
and other materials, interior type of 
sheathing plywood can be used for the 
panels). 

Floor sections are supported on 
beams at approximately 4’ centers. 
Wall sections are nailed directly to 
the floor perimeter. Roof sections rest 
on roof beams supported by simple 
ridge beams and 4” x 4” posts. 

Panels can be adapted to accom- 
modate windows and doors from yard 
inventory. Roofing is applied in the 
conventional manner. Foundations 
may be of piers, walls or piers and 
wood beams. 

Dealer sales. One of the first deal- 
ers to use the Weyerhaeuser panel 
system was the Consolidated Lumber 
Co., Webster, Wis. Romane Weis, 
yard manager, said: 

“We've sold and erected several of 
these cottages. Lake-front owners like 
the low cost and speed of delivery. 
Selling a complete package enables us 
to get full list. Financing the package 
eliminates credit problems. It’s prof- 
itable.” 

In Litchfield, Minn., Cavour Justus 
of the Ideal Lumber Co., said: 

“This system opens up a new mar- 
ket for us. We build the panels at our 
convenience. We can set up in a few 
minutes, or stop operations when we 
want to. It fills out our working time. 
It takes almost no space and practical- 
ly no investment.” 

Erv B. Wolff, a yard manager for 
Lampert Yards, St. Paul, Minn., said 
that the Weyerhaeuser system is a 
“simple, practical approach. We know 
it works because we've built these 
cabins.” 

Getting started. An introductory $3 
dealer kit is available from Weyer- 
haeuser. It includes promotional liter- 
ature, material list work sheets, copies 
of an assembly manual and blueprints 
for a 208” wide cottage shell and 
a 12’ wide cabin shell. (The blue- 
prints include drawings of suggested 
simple jigs for panel fabrication.) 

Drawings for the cottages and 
cabins are available to dealers separ- 
ately for $1.50 each. Consumers can 
purchase the plans direct from Weyer- 
haeuser for $2. 





The Boy Scout Test 

When the Weyerhaeuser Company 
wanted to test their cabin designs they 
built eight units for a Boy Scout camp. 
These cabins have withstood the rav- 
ages of the young scouts for a full 
camping period, plus a full cycle of 
the four seasons in northern Wiscon- 
sin, coming through unscathed. 

The Walker Lumber Co., Mount 
Vernon, Ohio, borrowed the idea, 
sold eight of the cottages to a Boy 
Scout camp. The sale was made from 
a model built at the Walker yard. 
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Assembly Manual Shows Simplified Erection 


NOTE: SPLICE IN 
RIDGE BEAM OVER 
POST. 


ROOF ASSEMBLY for 20’8” wide cottage. 


CONTINUOUS 2°. 4 JOP PLATE 

FIELD APPLIED JO TOP OF 

PANELS EXTEND OVER CORNER SS 
POST ON END WALLS. 


WALL PANEL “>, 


FLOOR PANEL 


























FLOOR-WALL ASSEMBLY for both 20’8” wide cottage and the 12’ wide cabin. 


The Weyerhaeuser cabin cottage plans have no intricate fastenings, no gluing. 
Whether the panels are fabricated in a dealer’s shop or by the customer, they go 
up with speed. ; 

An assembly manual illustrates how to assemble the prebuilt panels. The roof- 
ing assembly and floor and wall assembly sketches are reproduced above. 

The manual also includes floor plans and details on foundations. 
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The only shutters with 


























pontine 
home owners want 
4 Lo ManCo 


yililly MY 
Aluminum Shutters 


No other window shutters on the market... 
metal or wood . . . can match new LoManCo 
Beauty Line Aluminum Shutters for the com- 
bination of features and advantages builders 
and homeowners want! These rugged 
LoManCo shutters, with one piece aluminum 
slats locked into a heavy continuous alu- 
minum frame, look good and last a lifetime! 
They provide the deeper shadow lines which set 
off and enhance the appearance of any win- 
dow. They come from the factory completely 
assembled, with pre-drilled corner holes 
equipped with eyelets for faster easier mount- 
ing. And they’re factory painted white ready 
for trim color. Investigate LoManCo Beauty 
Line Aluminum Shutters today. Ask your 
dealer or jobber, or write for information. 
% 100% Aluminum Construction . . . no rotting, 
warping, crocking or splitting 
% One piece aluminum slats locked in continuous 
frame . . . strong, durable, yet lightweight and 
attractive 
*% Completely assembled ready for mounting ... 
furnished with pre-drilled corner holes and eyelets 
and mounting screws 
% Factory painted white ready for trim color...no 
prime coat necessary 
% Complete range of 16 sizes for all standard 
windows 


America’s Most Complete 
Line of Aluminum 
and Galvanized Louvers! : 





Louver 


MANUFACTURING CO. 


3603 Woeddale Avenve @ Minneapolis 16, Minn. 
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PACKAGE SALE—boat, trailer and outboard motor—is oftentimes made by Venice 
(Fla.) Lumber Co., where this display is found in the window. 


Profits in Marine Supplies 


ELLING LUMBER and marine- 

type plywood and other marine 
accessories, including boats, offers a 
good potential market to every build- 
ing materials dealer situated near the 
water. 

Two building materials dealers who 
have been active in this market are 
the Venice (Fla.) Lumber Co. and the 
8 Lumber Co., Asbury Park, 

W. D. Bellamy, secretary of the 
Florida firm, has found boats a natur- 
al corollary to boat lumber and mar- 
ine supplies, which his organization 
had handled for a long time. 

“We knew that boat lovers don’t see 
boats in lumberyards very often, so 
we decided to display one in our 
warehouse,” explains Bellamy. “In 
short order we sold three boats at $670 
each, also five expensive marine mo- 
tors. Now we're getting more and 
more into the marine line.” 

Admitting that marine supplies are 


MOLDED HULL 
KITS and com- 
plete line of 
marine acces- 
sories are 
stocked by the 
New Jersey 
firm. 


seldom purchased on impulse, Bellamy 
points out that they attract consider- 
able attention in this land of pen- 
sioneers-turned-boaters and fishermen. 

Contractor lure. Contractors usually 
take time out to closely inspect the 
Venice Lumber’s display of marine 
wares. 

Actually, a boat sale can be part of 
a three-unit package, Bellamy points 
out. This consists of a boat, motor 
and trailer. Bellamy advises dealers to 
become thoroughly familiar with the 
required horsepower to handle a 
specific size craft. 

Boating enthusiasts, like other hob- 
byists, frequently graduate to more 
expensive and heavier craft, which 
will require engines of higher horse- 
power. Getting the right motor the 
first time not only means a _higher- 
profit sale, but will save the customer 
money in the long run. Boats 15 feet 
and up have been found by Bellamy 
to be the best sellers. The Florida firm 
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is considering adding water skis and 
other water sports equipment. 

Need marine plywood. Marine-ty 
plywood and lumber has helped esta 
lish the DeCou Lumber Co., Asbury 
Park, N. J., as a headquarters for 
marine supplies and equipment. 

“Because we stock a complete line 
of this material, we attract business 
within 300 miles of our location,” 
explains manager Kenneth R. Howlett. 

“One of the major lumber items in 
demand is marine- plywood. We 
stock a complete variety from %” to 
%” and up to 20’ lengths. We saw 
and shape all dimensions and _ thick- 
nesses of plywood to our customers 
requirements, so they have ready-to- 
build marine plywood sections.” 

he New Jersey firm also sells a 
molded hull kit, which includes ready- 
to-build sections. Customers buy the 
molded hull and such precut items as 
the deck, gunnel and other parts to 
complete the vessel. 

If requested, the New Jersey firm 
will even completely build a boat. It 
sells a 15’ boat kit for $319; as- 
sembled for $415. 

“Because the customer saves about 
30% over the retail price of the com- 
pletely finished boat, we sell several 
hundred of the molded hull kits every 
year,” declared Howlett. 

Year-round activity. Because the 
firm handles a complete line of marine 
hardware, marine paints and boating 
supplies and equipment, it has de- 
veloped a reputation throughout the 
area as a one-stop center for marine 
supplies. 

Sales continue throughout the year 
because commercial boat builders are 
busy in the fall and winter months 
getting ready for the summer season. 
The individual hobbyist usually starts 
assembling his kit in the spring. 

DeCou Lumber Company makes 
special mailings to its marine custom- 
ers from a list of commercial and re- 
tail customers prepared for that pur- 
pose. New marine supplies and related 
equipment are featured. 

Prominent signs on the exterior of 
the store specify “boat lumber” and 
“marine hardware.” Word-of-mouth 
advertising and direct mail has brought 
in most customers. In fact deliveries 
of marine supplies are made to some 
customers never seen by the firm. 


MARINE-TYPE PLYWOOD in 20’ lengths 
is heavily stocked by DeCou Lumber 
Co., Asbury Park, N. J., which does a 
big business in marine supplies. 
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READ AND LEARN HOW: 


Prebuilt 
Housing 


Will Affect 


Your 


Business 


WHETHER YOU LIKE 
IT OR NOT. 


The most comprehensive, authoritative and timely report of the 
year for building meterials distributors and dealers on the trends 
in prefabrication of components and brand-name houses. in- 
cludes details of three fabrication programs by leading building 
materials and sash-and-door wholesalers. 





Don't miss this important staff report, reprinted from A.L. & 
Building Products Merchandiser. 


FIFTY CENTS A COPY 
Quantity Prices Upon Request 


Reprint Editor 

A. L. & Building Products Merchandiser 
59 E. Monroe 

Chicago 3, Illinois 


Please send me copies of the reprint, ‘‘Prebuilt Housing 
Will Affect Your Business.'’ Payment is enclosed. 


NAME 
FIRM 
ADDRESS ia a Ni Lie 
_ZONE_____STATE__ 
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From “1:0 Musts For Family Rooms’’—Summer Issue— 


Selling Remodeling? 
Try ‘Home’ 


Getting good remodeling leads for lumber 
and building materials dealers is the sole func- 
tion of Home Maintenence & Improvement 
magazine. Published every four months, it is 
now part of the sales team for over 1,200 pro- 
gressive firms. 

“Home” is not published for the do-it-yourself 
customers. Instead it concentrates on major re- 
modeling projects which mean more profit for 
both you and contractor customers. 

The summer issue, for example, features, of- 
ten in color, attic remodeling, family rooms, 
kitchens, garages and new house designs. 
Handymen are not neglected entirely. The pro- 
jects for them are simple but call for substantial 
amounts of material. 

The cost per name is low, includes both prep- 
aration of a live prospect list and mailing 
promptly on March 1, June 1, September 1 and 
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November 15. We guarantee no duplication of 
names in your community. 

Why not write us today for complete details? 
Solicit big-ticket remodeling with sound leads 
which keep down selling costs. Back up your 
outside salesman with a tested consumer maga- 
zine available only to lumber and building ma- 
terial dealers. 


maintenance 
and improvement 


The Dealer's Own Consumer Magazine 


Published by 
American Lumberman & Building Products Merchandiser 


59 E. Monroe Street, Chicago 3, Illinois 
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Warehouse Lift Truck Saves 
Space and Time for Dealer 


San ANTONIO, TeEx.—There’s plenty of work for a 
fork lift truck in the warehouse of Scrivener’s, a large 
building materials firm here. It has, in effect, doubled 
storage space for the company. 

The main advantage comes from palletized cement. The 
bags are stacked to about 15 feet, three pallets per stack 
or 24 bags high. 

The stacked pallets occupy up to 600 square feet in the 
warehouse. Handling is done by one man after the bags 
are unloaded onto the pallets. 

Without palletizing the bags could go only 10 high and 
there would need to be an addition to the warehouse. 

Another advantage for the fork lift in the warehouse 
comes from better plywood storage. It is stacked to the 
ceiling. Different thicknesses can be placed in one pile as 
long as the thicknesses are separated and are not inter- 
mixed. 








and EARN HIGH PROFITS with 


(7 VW, Lt] ( Iai UeS 


ALUMINUM PRODUCTS 


For the handy man here’s an 
opportunity to have beauty and 
a cool home at savings up to 
60%. Sturdy aluminum awn- 
ing brackets by STERLING 
Factories come in several 
styles and a wide range 
of sizes to fit doors 
and windows. Easy 
to install, rust 

free. 





Here’s the real 

answer to inside or 
outside beauty and safe- 
ty with STERLING Fact- 
ories Anodized Aluminum 
Railing. Rust-proof, easily 
installed, they add value 
and charm to any home. 
Available in standard 
lengths or section- 
built to customer 
specifications. 





The very best in ornamental columns 

. . Sturdy construction, completely 
anodized. Engineered to meet the 
modern standards in aluminum de- 
sign. Available in either corner or 
flat styles; several individual designs 
to choose from. 








Follow Art Hood’s ‘‘Management”’ 
Series in Each Issue of A.L. 


You'll learn 
the way to... / 


— 


Decler Seles Centro! 
See Page 5 


Graceful beauty and 
added charm go hand 
in hand with STER- 
LING Factories orna- 
mental door grills. 
Available in a variety 
of classic designs. 
Completely anodized 
for lasting protection 
from outdoor expo- 
sure. Decorative cast 
aluminum figures in 
true colors are also 
available. 
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HOW TO MAKE A ROLL OF FENCE 


The 

only 

fence 

line 

Mm that 
Sead sells 
D BRAND L. & ° 

oa on sight 
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How? By puinting the top wire of each roll a bright, bright red. Keystone has 
been doing this for years with one thought in mind—to let everyone know the 
best fence on sight. That’s just what this special trademark does. It booms out 
RED BRAND for all to hear and see. 

You get faster turnover because your customers know all about Red Brand. 
They’ve read about this easy-to-handle fence in farm publications; they’ve heard 
about it over farm radio and television . . . and they’ve used it for years. Farmers 
know Red Brand lasts longer because it’s made of the finest copper-bearing wire, 
especially Galvannealed® to resist rust. 

There’s no question about Red Brand’s popularity. It’s the number one choice 
in the top six corn-producing states. Red Brand barbed wire with the Galvannealed 
red barbs and Red Top? steel fence posts have equal wide-spread acceptance. 

Why sell less when you can sell more of the best? It will pay to stock up on 
Red Brand products today. 





KEYSTONE STEEL & WIRE COMPANY °« PEORIA 7, ILLINOIS 


Red Brand Fence @ Red Brand Barbed Wire @ Red Top Steel Posts @ Nails e 
Baler Wire @ Non-Climbable Fence @ Keyline® Poultry Netting @ Gates 
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Specifications and Market Data on Products You Can Sell 


new PRODUCTS 


Introduces a New Div 


New Andersen Strutwall divided-light 
windows give builders greater flexibility 
in design and enhance a traditional trend 
in home architecture. 

Like the single light Strutwall, the 
divided-light unit fits into established 
distribution of building materials and 
every type of frame construction, in- 
cluding the Lu-Re-Co panelization sys- 
tem. The new unit (see photo, above) is 
tied to the frame of a new house with 
substantial savings in labor and time 
over standard window units. Installation 
requires only two cuts to adjust height 
of the load-bearing assembly to particular 
type of construction used. Window ar- 
rives from factory as a complete unit with 
framing members, hardware and glazing. 
Optional features include plywood box 
header and applied sheathing. The box 


ie 


ided-Light Strutwall 


header is available in %”, 42” and 25/32” 
plywood thicknesses. The box header is 
both glued and nailed at the factory. 

Market data. Divided-Light Strutwalls 
are available with standard screens, hard- 
ware and double-glazing, if desired. 
Screens and storms are self-storing. List 
price for an average unit is about $41 
plus such optional equipment as a screen 
or RDG for the type of operating hard- 
ware selected. 

A dealer may purchase as little as a 
single unit from any Andersen distribu- 
tor. Sales aids include a color movie, 
which runs about 18 minutes; a sound- 
slide film, which accompanies a cartoon 
booklet; and literature now available 
from Andersen Corp., Dept. AL, Bay- 
port, Minn. 
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Terraflex Tile in Natural Wood Design 


New Terraflex vinyl as- 
bestos floor tile has captured 
the true grain and tones of 
natural wood. It now is 
available in three natural 
wood designs: ash, which is 
decorator-styled in the natu- 
ral gray color of the wood; 
maple, which has the deep 
beauty of polished colonial 
floors; and teak, possessing 
the richness of _ oriental 
wood. For literature, write 
to Johns-Manville Sales 
Corp., Dept. AL, 22 East 
40th St., New York 16, N.Y. 
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Adds Two New Pionite Patterns 


Two new patterns, called Cathedral 
Walnut and Confetti, now are available 
in Pionite Lifetime Laminates. A cross 
grain, Cathedral Walnut offers the home- 
maker new decorating opportunities in 
paneling of all kinds. It is available in a 
warm brown tone. 

Confetti brings a sparkling look to 
counter tops, dinettes and other surfaces 
where a bright, decorative laminate sur- 
face is wanted. Tiny flecks of metallic 
red, green, blue and gold create a striking 
effect of multi-color highlights. 

Market data. Pionite Lifetime Lamin- 
ates are economical and they are simple 
to install, says maker. They fill every 
need for a decorative, wear-proof, main- 
tenance-free interior surface, it is said. 
They are available in all wanted sizes. 
For literature about the two new Pionite 
patterns, write to Pioneer Plastics Corp., 
Dept. AL, Sanford, Maine. 
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Textured Plywood Siding 


A new low-cost fir plywood panel, 
which has the rough texture of resawn 
lumber, lends itself to use with battens 
in creating a pleasing board-and-batten 
style. Called Ply-Sawn, it is said to do 
away with many of the disadvantages of 
resawn lumber including shrinkage, 
splitting and costly time-consuming in- 
stallation. Installed costs on Ply-Sawn 
run from 15% to 25% lower than com- 
parable lumber siding, it is said. 

Market data. Ply-Sawn, in %”-thick 
4 x 8, 9 and 10’ panels, meets 
FHA minimum property standards for 
installation as a combination sheathing- 
siding panel. It may be applied directly 
to studs eliminating completely the need 
for separate sheathing due to its struc- 
tural superiority, says maker. Its tex- 
tured surface is ideal for easily applied 
exterior stain finishes, it is said. United 
States Plywood Corp., Dept. AL, 55 
West 44th St., New York 36, N. Y. 
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Develops a Time-Saving and 
Cost-Cutting Gable End Trim 


A new aluminum gable end trim for 
aluminvm siding is estimated to save 
contractors about 30% of the normal 
cost of the siding panel for the same job. 
It also is said to save about 36’ of 
channeling cost, plus the labor time re- 
quired for the extra cutting, per gable. 

Prime purpose of the gable end trim 
is to cover the present 1 x 2 molding 
existing around the gables, dormers and 
eaves, maker announces. Heretofore, 
aluminum siding has been applied over 
i x 2 with the butt edge exposed, caus- 
ing a loss of about 6” of the regular 
siding panel, says maker. Use of the new 
gable end trim also eliminates the dif- 
ficulty of painting the trim at the high 
point of the building. 

Market data. Sold under the Kover- 
lum label, the new gable end trim is 
available in 12’ lengths packed 600’ (50 
pieces) to the carton. It is primarily an 
item for contractor sale. It now is avail- 
able from distributors or direct from 
maker. A dealer need buy only one 
carton of the gable end trim. Sales aids 
include a specification sheet, which may 
be obtained by writing to U. S. Alumi- 
num Siding Corp., Dept. AL, 10551 W. 
Anderson Place, Franklin Park, Ill. 
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Offers Plateboard in Platinum 
Walnut Wood-Grain Finish 


Called Platinum Walnut, a new plati- 
num-colored hardboard wall paneling 
with a rich walnut grain finish provides a 
look of luxury at a new low cost. The 
maker’s full wood-grain finish Plate- 
board line now is available in five at- 
tractive patterns of perforated, plain, 
verti, blok and random, and in a choice 
of rich oak, natural walnut, autumn 
walnut or the new platinum walnut 
finish. 

The 4’ x 4’ and 4 x 8’ panels are 
completely finished at the factory and 
require no further treatment. All Plate- 
board is easily installed over standard 
16” o.c. stud framing or over existing 
walls, making it ideal for remodeling 
work as well as for new construction. 

Market data. Suggested retail price of 
new Platinum Walnut Plateboard is 
$6.50 for a 4’ x 8’ sheet. Available 
now from building material distributors, 
it is an ideal item for both consumer 
and contractor sales. Dealer sales aids 
include displays, literature and product 
samples now available from Abitibi 


Corporation, Dept. AL, 956 Penobscot 
Bldg., Detroit 26, Mich. 
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Lightweight Fiberglass-Aluminum 


Door Lets Light Inside Garage 


Sectional overhead garage doors of translucent fiberglass 


Contemporary Accessories 
for the Modern Fireplace 


Simple, uncluttered lines are the basis 
of new accessories especially designed 
by Donald Deskey Associates for the 
modern fireplace. The firescreen, known 
as the Mainliner, operates on a traverse 
rod set at the back of the frame, creating 
a shadow box effect. 

Two designs in andirons in the new 
series are available. One, the Pylon, 
shown in photograph above, consists of 
a tall brass column. The other andirons 
employ an Open Ring design. A coordi- 
nating fireset is offered with brass 
handles in the Pylon design. A tripod 
stand in black has a simple top bar on 
which tools may be hung. Still another 
accessory in the new line is the Fendiron, 
a decorative protective bar across the 
front of the hearth in lieu of andirons. 

Market data. Suggested retail price of 
the fireplace equipment amounts to 
$74.50. Offering a dealer discount of 
40% to 50%, depending upon quantity, 
the accessories are available from build- 
ing material distributors. They are ideal 
items for consumer sale. Dealer sales 
aids include display stands, merchandis- 
ing tags and ad mats. Bennett-Ireland, 
Dept. AL, 23 State, Norwich, N. Y. 
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panels mounted on extruded tempered aluminum framing com- 
bine beauty, durability and easy operation. Called Filuma, the 
lightweight door provides the homeowner with a weatherproof, 
shatterproof, warp-proof, maintenance-free exterior (upper 
photo, right) and an interior brightened by softly diffused day- 
light (lower photo). 

Frantz Mfg. Co. produces the Filuma garage door featuring 
white, coral, yellow, tan and green fiberglass panels supplied 
by Filon Plastics Corp. of Hawthorne, Calif., in 10 sizes to fit 
both single and double-width openings. 

Market data. The Filuma door is available direct from 
maker. All door sections and tracks are in one package; zinc- 
plated hardware parts are in a box. Rollers are semi-enclosed 
on a vertical track. A dealer may buy as little as one door or 
a carload. Step-by-step instructions assure easy installation by 
a do-it-yourselfer. Other sales aids include envelope stuffers, 
brochures and ad mats. Frantz Mfg. Co., Dept. AL, 301 W. 
3rd St., Sterling, Ill. 
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Room Dividers 


Porto-Screen Parts Make Low- 
Cost Hut or Room Divider 


New Porto-Screen Series 60 parts, 
when assembled, make a Handi-Hut for 
work shelter and storage use, as well as 
a variety of screens and room dividers. 
A 6’ x 6’ x 7’ Handi-Hut can be as- 
sembled in minutes with eight standard 
frames to form the sidewalls and two to 
form the top, says maker. Handi-Huts 
are ideal for protecting building materi- 
als from weather damage or as tempor- 
ary offices on construction job sites. 

Porto-Screen panels make ideal wind- 
breaks, welding shields or low-cost, por- 
table room dividers. The entire assembly 
stores compactly when not in use. 

Market data. Porto-Screen frames are 
made of tough, durable steel tubing 
panels complete with U.L. approved 
fabric curtains. Porto-Screen Series 60 
parts are ideal items for both consumer 
and contractor sales. For literature and 
a price list, write to Frommelt Industries, 
Dept. AL, Main at 3rd St., Dubuque, 
Iowa. 
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Offers New Oven Hood 


A new oven hood featuring a power- 
ful 10” Blo-Fan Power Pack is designed 
to add extra beauty to any gas or electric 
built-in oven and effectively remove 
smoke, grease and heat. The large filter 
area is easily removed for cleaning, says 
maker. 

Market data. The new oven hood is 
easy to install with all types of built-in 
ovens, says maker. It has no sharp pro- 
truding edges. It is available in 24”, 27” 
and 32” sizes, in copperized or stainless, 
or colors to match any appliance colors. 
List prices are $12.60 for copperized and 
$17.60 for stainless. List price of the 
power pack is $49.30. The Emerson 
Electric Mfg. Co., Dept. AL, 8100 Floris- 
sant Ave., St. Louis 36, Mo. 
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Two New Ceiling Tile Designs 


Two new ceiling tile designs have been added to the 
Gold Bond line of decorative and sound-absorbing pat- 
terns. Bruxelles (left, above) has a three-dimensional 
surface actually sculptured into the face of the tile. 
Needlepoint perforations in the sculptured area help 
absorb most of the noise in a room. Florentine (right, 
above), a fissured ceiling tile, has a surface resembling 
travertine stone. It also has needlepoint perforations. 

Both new tile designs are tongue and groove, 12” x 12” 
and 9/16” thick. They are finished in a high-reflectant 
white on the surface areas, while the fissures and 
sculptured areas have a wheat-tone appearance. 

Market data. Suggested retail price of Bruxelles and 
Florentine ceiling tile is 22¢ to 28¢ per square foot. 
Usual retail markup on cost is 20% to 30%. Both designs 
now are available from Gold Bond building materials 
wholesalers. The tiles are packaged 64 per case. They are 
ideal items for both do-it-yourself and remodeling con- 
tractor sales. Dealer sales aids include picture frame 
wall displays. National Gypsum Co., Dept. AL, 325 
Delaware Ave., Buffalo 2, N.Y. 
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Puts Gold Flecks in New 
Wallboard Line 


Called Gold-Flek, a new wallboard 
line contains random gold flecks on 
color-keyed backgrounds. It is available 
in both tile and smooth surface sheets. 
Gold-Flek is printed on 4%” tempered 
hardboard and then coated with a Hi- 
Test Super Melamine, which is baked on. 
The resulting surface is impervious to 
dirt, moisture, steam, household acids 
and alkalies, says maker. 

The Gold-Flek tile pattern features a 
gold stripe in the scoreline. Gold ano- 
dized aluminum moldings are available 
to further create a unique decorator 
effect. 

Market data. Gold-Flek tile is avail- 
able in 4’ x 4’ and 4’ x 8’ sheets. Tile 
squares on these sheets are 444” x 4% 
size. Smooth surface, unscored panels 
are made in 4’ x 8’ sheets only. Gold- 
Flek tile is ideal for use on walls in 
bathrooms or kitchens. It is especially 
designed for sale to both do-it-yourself- 
ers and contractors. The gold flecks are 
keyed to six different background colors: 
white, pink, turquoise, green, yellow and 
black. Panelboard Mfg. Co., Dept. AL, 
222 Pacific St., Newark 5. N. J. 
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Decorative Aluminum Grillwork 


Al-dec, a new type of decorative grill- 
work, results from a process which 
creates symmetrical perforations and 
patterns in aluminum shapes. Its flex- 
ibility offers the homemaker a _ wide 
range of new design treatments both in 
the interior and exterior of her home. 

Market data. Al-dec can be produced 
in a variety of patterns and colors at 
minimum tooling costs, maker states. It 
also is said to be priced lower per 
square foot than conventional grillwork. 

Because of the overall symmetrical 
pattern, Al-dec sections may be fastened 
side-by-side to give the effect of a con- 
tinuous screen or grille of any de- 
sired size. Its rigid one-piece construc- 
tion minimizes handling costs and as- 
sures ease of installation, maker says. 

Dealer sales aids include an AIA 
File No. 15L illustrating designs and 
specifications for Al-dec. Write to Bohn 
Aluminum & Brass Corp., Dept. AL, 
1400 Lafayette Bldg., Detroit 26, Mich. 
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More Sales 


With BROWN’S 


CLOSET LINING 


Bank up sales and higher profits 

with Brown’s SUPERCEDAR closet lining. 
Tongue and grooved and end matched, 
Brown’s SUPERCEDAR is available 

in five face widths and 4 and 8 foot sealed 
bundles. Brown’s SUPERCEDAR is so 
easy to install . . . your customers can line 
their own closets. Cedar eliminates 
plastering . . . never needs painting. 
Write today for free folder demonstrating 
how to install cedar closet lining. 
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George C. Brown & Company, Inc. 

Greensboro, North Carolina 

Gentlemen: 

Please send me your folder on Brown's SUPERCEDAR. 
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CLOSET LINING cry. STATE 
GREENSBORO, N. . ‘Finer Products From Cedar Since 1886’ 
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Ductless Hood Announces a 
Low-Priced Builder’s Model 


New Model BD-10 Ductless Hood is 
especially designed and engineered as a 
low-priced unit for builders. Its vertically 
mounted Redmond motor activates a 
Torrington “J” fan, which pulls air 
through an aluminum mesh filter to 
stop grease and an activated charcoal 
filter to absorb smoke, odors and dust. 

BD-10 Hoods are available in 30”, 
36” and 42” widths. Standard finishes are 
coppertone and silvertone, though other 
colors are available on quantity orders. 

Market data. Suggested retail price of 
BD-Hoods is about $89.50. Offering a 
dealer discount of 35%, the new hood 
line now is available from distributors. It 
is an ideal item for both consumer and 
contractor sales. There is no minimum 
dollar investment for a dealer. The hood 
is easy to install, only four screws and 
an electrical connection are needed, says 
maker. A full line of sales aids plus 
cooperative advertising allowances are 
available to dealers. The Ductless Hood 
Co., Inc., Dept. AL, 601 Plandome Road, 
Manhasset, N.Y. 
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Gold Star Gas Oven Introduced 


New Preway Model 2719 Gold Star 
gas oven in provincial copper, stainless 
steel and four colors in porcelain now is 
available from building materials dis- 
tributors. The new oven with Hi-Dimen- 
sional styling provides automatic clock 
control, convenient new low temperature 
(140°) thermostat, built-in rotisserie and 
giant broiler. The styling, termed Hi- 
Dimensional by Preway officials, is 
created through use of a recessed con- 
trol panel, encased in heat-resistant glass, 
on which all controls are mounted and 
lighted by concealed tubes. 

Market data. Preway Model 2719 is 
listed at $340.95 in provincial copper 
and stainless steel. It is equipped, like all 
Preway ovens, with the exclusive Ex- 
pansion-Lock, a special device engineered 
to make installation, the locking-in pro- 
cess, a matter of only 30 seconds. It is 
an ideal item for both consumer and 
contractor sales. A dealer may buy as 
little as one unit. For literature describ- 
ing the new Gold Star built-in gas oven, 
write to Preway, Inc., Dept. AL, 1430 
2nd St., North, Wisconsin Rapids, Wis. 
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Muralon Shower Enclosures 


Every Muralon shower enclosure is a 
hand-styled creation, laminated with 
leaves, grasses and butterflies to create 
various designs and colors. A complete 
selection of colors and patterns in mod- 
ernistic and contemporary designs pro- 
vide a wide choice to harmonize with 
any bathroom decor. The lightweight, 
shatterproof pure vinyl panels move 
easily and silently on rustproof alumi- 
num framing. Muralon shower enclos- 
ures bring luxury as well as extra safety 
to a homemaker’s bath. 

Market data. Suggested retail price of 
a Muralon shower enclosure is $109.90. 
Every Muralon enclosure is packaged 
complete, ready to install, including an 
easy-to-follow installation manual. The 
enclosures now are available from _build- 
ing supply, tile and glass distributors. 
They are ideal items for sale to both 
consumers and contractors. Minimum 
dollar investment for a dealer amounts 
to $83.25 for a full-size display, sample 
pattern book and 500 imprinted mailers 
in color. Sales aids include displays, 
miniatures, sample pattern book and 
catalog sheets. National Aluminum Co., 
Dept. AL, 1133 Alum Creek Drive, 
Columbus 9, Ohio. 
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Vertical Aluminum Siding in Five Colors 


A new vertical aluminum siding is designed to harmonize 


in style and color with Alcoa’s 8” clapboard siding. It has 
vertical trapezoidal corrugations at 12” intervals. It is avail- 
able in dark green, light green, maroon, white and gray. 

Although vertical aluminum siding usually is used as an ac- 
cessory with the clapboard type in such applications as cover- 
ings for gable ends, eaves and for accent strips, Alcoa believes 
its new product should find its greatest use as the principal 
wall covering on new homes. 

Alcoa vertical siding utilizes a conventional interlocking in- 
stallation system. It will cover any type of surface permanently, 
including wood, stucco, shingle and concrete block, it is said. 

Market data. As with its 8” clapboard siding, Alcoa vertical 
siding will be sold by more than 25,000 dealers and dealer- 
applicators of Barrett Div., Allied Chemical Corp.; Bird & Son, 
Inc.; Flintkote Co.; Mastic Corp.; and Philip Carey Mfg. Co. 

It is packaged two squares per package. More than 20 sales 
aids are available to dealers. Aluminum Company of America, 
Dept. AL, 1501 Alcoa Bldg., Pittsburgh 19, Penna. 
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OIL CLUTCH 
for Lift Trucks 
ANMYSTER EXCLUSIVE 


OIL CLUTCH A HYSTER exclusive—optional on Challenger 


pneumatics—6,000 to 20,000 Ibs. capacity. 


Specify Hyster trucks with Oil Clutch—forget 
about early clutch failure. 


HYS ¥ E rR has it J Clutch plates bathed in oil—dissipates heat— 
™@ retards wear—prevents damage. 


=xtra smooth inching and engagement. 


gives up to 10,000 hrs. service — 


Call your Hyster dealer, or write for literature. 


INDUSTRIAL TRUCK DIVISION—Lift trucks, mobile cranes, straddle carriers 

TRACTOR EQUIPMENT DIVISION—Construction and logging equipment 

MARTIN TRAILER DIVISION—Heavy machinery hauling trailers HYSTER Cc o M PA NY 
INTERNATIONAL DIVISION—Overseas manufacturing, sales and service INDUSTRIAL TRUCK DIVISION 
Factories: Portland, Oregon (Home Office) « Danville, Ill. ¢ Peoria, Ill, « Kewanee, Ill. P.O. Box 847 7 Danvilla, Ilinols 
Nijmegen, The Netherlands e Glasgow, Scotland e Sao Paulo, Brazil » Sydney, Australia (Licensee) 
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new SALES AIDS 





Puts Full-Size Panel of Fence in New Display 


A new Readymade fence display con- 
tains a full-size, 4’ high x 8’ long panel 
of the wood weave fence plus two inter- 
locking fence posts that graphically 
show installation methods. Four-color 
illustrations of shrubbery and life-size 
girl along with a descriptive poster shown 
in photograph above act as a frame for 
the attention-getting exhibit. In the girl’s 
hand is a literature holder filled with 
folders for customers to take. 

Window banners, counter cards, sales 
manuals and small-size models of the 
Readymade fence in four designs also 


are available. 

Tarter, Webster & Johnson is offering 
$40 worth of Readymade fence merchan- 
dising aids with each carload or truck- 
and-trailer order from distributors who, 
in turn, may offer the promotion material 
to their dealers. Literature fully de- 
scribing TW&J’s new program to assist 
distributors in their selling efforts of the 
easy-to-erect, prefabricated sections of 
California redwood fence now is avail- 
able. Write to Tarter, Webster & Johnson, 
Inc., Readymade Fence Div., Dept. AL, 
2740 Hyde St., San Francisco 19, Calif. 
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Has Free Stand for Range Hoods 


A new stand especially designed for 
the display of its kitchen range hoods is 
announced by Broan Mfg. Co, In the 
maker’s line of hoods shown in photo 
above, top to bottom, are: a new Broan 
Dual Blower Hood with a duct-free char- 
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coal converter, a new Mixed-Flo Range 
Hood and a Dual-Blower Island Hood of 
stainless steel finish. 

A special construction feature of the 
stand lets a customer tilt the lower and 
middle-positioned hoods for easy in- 
spection of the under-hood mechanism. 
All three hoods are fully operative for 
easy demonstration. 

Made of wood, the stand is about 6’ 
high x 3’ wide x 2%’ deep. It may be 
placed alongside present Broan stands 
exhibiting bathroom and kitchen ventilat- 
ing equipment for a full-line display. 

The stand is offered free of charge to 
retailers and distributors who order the 
above-mentioned hoods. Broan Mfg. Co., 
Dept. AL, Hartford, Wis. 
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Armstrong Wall Chart 


A revised Installation Specifications 
wall chart for at-a-glance reference by a 
dealer or a do-it-yourselfer is announced 
by Armstrong Cork Co. Copies are avail- 
able from distributors of the Armstrong 
line of resilient flooring. 

Included on the chart are up-to-date 
recommendations for installing resilient 
floors of all types plus the types of ad- 
hesives to use. Other sections of the 
chart describe subfloor preparation; selec- 


tion of an underlayment; how to use 
floor cleaner, wax and furniture rests 
correctly; installation of Armstrong 
counter-top and wall covering products 
and spreading capacities of adhesives and 
floor maintenance sundries. Armstrong 
Cork Co., Dept. AL, Lancaster, Penna. 
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Ties in New Display with 
Advertising Program 


A new display consists of three cutout 
figures representing salesmen mounted 
on a pedestal calling attention to “Evan- 
ite’s Big Three . . . the complete wood 
paneling line.” The figures are made of 
Evanite fir plywood, driftwood hard- 


board and English walnut plywall panel- 
ing. Purpose of the display is to remind 
jobbers’ customers about the line of 
Evanite building materials available. 
Concurrent with the distribution of 
the new display, the maker scheduled a 
series of advertisements featuring the 
three-man symbol in leading business 
magazines, including American Lumber- 
man & Building Products Merchandiser. 
Reprints of the advertising also have 
been sent to jobbers. The new coordin- 
ated merchandising program further 
points up the maker’s continued adver- 
tising emphasis on the theme, “It pays 
to buy from your jobbers.” Evans Prod- 
ucts Co., Dept. AL, Plymouth, Mich. 
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Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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new EQUIPMENT 


Machine Makes 280 Trusses a Day 


The Penhurst automatic truss machine (pictured) provides 
automatic fabrication of wooden rafter trusses, adjusted for 
units from 16’ to 40’. 

Machine combines steel I-beams, hydraulic cylinders powered 
by low-horsepower motor splined to the pump. Connector 
plates are positioned top and bottom on wood members, a 
control button is pressed and all joints are compressed simul- 
taneously. Damage to lumber is avoided because metal is 
“squeezed” to wood, maker says. 

Pitch or slope adjustments range from i'2 in 12 to 6% in 
12. Either 2x4s or 2x6s can be used. Payment plan available. 
Automatic Truss Machine Div., Penhurst Machine Co., Dept. 
AL., 1339 E. 289th St., Wickliffe, Ohio. 
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Special Saw to Cut Giant Panels 


A new Bennett two-way panel saw especially developed to 
speed cutting of 8’ x 14’ Homasote panels used in the manu- 
facture of Precision-Built House Components is designated 
Model CB-883. The new machine also can be used for cross- 
cutting and rip-cutting 8’ plywood panels, says maker. A modi- 
fied version to cut 6’ panel stock and extra large size sheets of 
Plexiglas also would be easy to produce, maker adds. 

Model CB-883 is 24’ long, 10’6” high and requires only a 
4’ width of floor space. Horizontal scales extend 14’ each side 
of center, 28” above floor line. Horizontal scales on the bottom 
face board extend 12’ each side of center. About 100 nylon 
rollers embedded in the face boards provide easier movement 
of the large panels. Motor is operated by a foot switch. Model 
CB-883 is available from distributors or direct from Richard 
C. Bennett Mfg. Co., Dept. AL, Box 339, Laceyville, Penna. 
It is priced at $1,276 fob Laceyville. 
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Don’t take our word for it 
—try a new RIGBID Flar- 
ing Tool! See if you don’t 
get smoother, stronger, 
more uniform flares .. . in 
less time and with less 
effort than ever before! 
Then, compare this new 
Ritaip Flaring Tool, 
feature-by-feature, with 
any flaring tool you’ve 
ever sold or owned: 
® Feed releases automati- 
cally when flare is fully 
formed. ® Reversing feed 
screw burnishes flare. ® 
Hardened steel die bars 
are precision-machined. ® 
Large, comfort-grip feed 


Bran New. andthe Bet vt 


screw handle turns easily. 
® Precision-ground, hard- 
ened steel flaring cone, 
eccentrically mounted in 
precision bearings, pro- 
duces rolling action for 
gives 
uniform flare walls with- 
out galling. ® Tubing hole 
sizes are clearly marked. 
® Easy sliding rugged 
malleable yoke serves as 
stop for tubing to give 
correct flare size. ® Yoke 
clamp screw fits into 
centering hole . . . locks 
bars, yoke and tubing into 
perfect alignment. ® Stop 
pins keep yoke on die bars 
at all times . . . yoke can’t 
slide off. 


even metal flow... 


3 MODELS: 
RITAID No. 457 for 45° flares, 44" to %”’ O.D. (7 sizes) 


RITAID No. 459 for 45° flares, 4%" to %”” 


O.D. (9 sizes) 


RIGID No. 376 for 37° flares, %,"" to %’’ O.D. (6 sizes) 


For sure sales, stock and sell these new FRITZEA1D Flaring Tools. You'll 
want one for your service department, too. Call your Wholesaler today! 


Circle No. 36 on Handy Cover Card 





DON'T TAKE CHANCES WITH 
“JOHNNY COME LATELY” FINISHES 
ele] oi 7 Mele]: i-s 


“bowling-aliey” finish for home floors... 
consumer-proven for 12 years in 
millions of American homes. 


FABULON 


THE 


FLOOR FINISH 


never needs waxing 
or scrubbing 


NAN AAA WW w 








Backed by consistent national advertising, publicity 
PlaleMe -leslastelilel spun 7 ll) Mt ilol Meer lleld Buetel lol mm lellel la. 
window banners, demonstration panels etc 
: i For full details, write 


PS) PIERCE&STEVENS CHEMICAL CORP. 
710 Ohio St., Buffalo 3, N.Y 
In Canada — LE PAGE'S, Tor. 18, Ont 
Circle No. 37 on Handy Cover Card 








“They n must have run a help 
wanted classified ad in 
'' AMERICAN LUMBERMAN!” 


Whether you're looking for a new job... 
a new man to fill an old job . . . want to 
buy or sell equipment, lumber, a business 
—you'll get results by using the classified 
pages of AMERICAN LUMBERMAN! 


American Lumberman 


59 E. MONROE ST @ CHICAGO 3, ILLINOIS 








new LITERATURE 


Time-Saving Card—See Back Cover 


“Homes of Natural Stone” is the title of a new 48-page book 
containing 50 different home designs and floor plans in which 
natural stone is used to highlight exterior appearance and add 
a rugged, sophisticated touch to interior walls. Complete con- 
struction blueprints and materials list are available for each 
of the 47 homes described in the book. The cost is 50¢ per 
copy. Write Home Planners, Inc., Dept. AL, 16310 Grand 
River Ave., Detroit 27, Mich. 

Circle No. 228 on Handy Cover Card 


Three illustrated envelope mailers on Teco framing devices 
now are available to dealers. They are designed for use with 
invoice size envelopes. They include detailed information on 
Teco Du-Al-Clip framing anchors, new Fas-Lok metal bridg- 
ing and the expanded line of Teco-U-Grip joist and beam 
hangers. A free supply of the folders may be obtained by 
writing to\Timber Engineering Co., Dept. AL, 1319 18th St., 
N. W., Washington 6, D. C. 

Circle No. 229 on Handy Cover Card 


Ideas for Using Windows & Doors. A fully illustrated, 32- 
page book in color shows the entire Woodco line of wood 
windows in imaginative and attractive room settings. Also 
shown are Woodco jalousies, storm windows and screens and 
interior and exterior doors. Included are numerous ideas for 
using windows and doors to make a home more attractive and 
more comfortable. Price per copy is 25¢. Write Woodco Corp., 
Dept. AL, Box 31, North Bergen, N. J. 

Circle No. 230 on Handy Cover Card 


Vinyl Asbestos Tile. Eight basic floor covering styles in- 
cluding the new colors, Metallic Style, are presented in full 
color in a new vinyl asbestos catalog. It also contains a selec- 
tion of six different specialties including colorful Kenserts, 
shuffleboards of vinyl asbestos and wall bases. Kentile, Inc., 
Dept. AL, 58 Second Ave., Brooklyn 15, N Y. 

Circle No. 231 on Handy Cover Card 


Strapbinder System. A new two-page bulletin (No. 710-1915) 
describing the Strapbinder System is available. It illustrates the 
Model 1915 Strapbinder stretcher. Photographs show six steps 
involved in applying flat strapping. A table of strapping re- 
commendations covers strap sizes ranging from %” x .015” to 
%” x 028”. For a copy of the bulletin, write to A. J. Gerrard 
& Co., Dept., AL. 400 E. Touhy Ave., Des Plaines, IIl. 

Circle No. 232 on Handy Cover Card 


“Cam-Lock Forming System” is the title of a new eight-page 
booklet showing step-by-step application of the newly-patented 
concrete forming system. How-to-do-it information also covers 
five new products utilized with the system: two types of heavy- 
duty Break-Back Ties, a Cam-Lock Tie Bracket, a Stiff-Back 
Cam and a Scaffold Bracket. Free copies of the booklet are 
available on request. Write to Gates & Son, Dept. AL, 80 
South Galapago, Denver 23, Colo. 

Circle No. 233 on Handy Cover Card 


Overlaid Plywood. Technical specifications, method of manu- 
facture, grade, physical characteristics and advantages of Simp- 
son Medium Density Overlaid Plywood are contained in a 
new four-page catalog. How builders can save 30% and more 
on labor and painting because of the special advantages of 
overlaid plywood is fully explained. For a copy cf the catalog, 
write to Simpson Logging Co., Dept. AL, 2032 Washington 
Bldg., Seattle, Wash. 

Circle No. 234 on Handy Cover Card 


Display Equipment. A new 16-page catalog shows how Multi- 
plex Display Wings are ideal for displaying paneling, floor and 
wall covering, roofing and siding materials, molding and 
carded merchandise. It also includes other standard Multiplex 
units designed for displaying doors, wallpaper or as plan book 
and literature racks. It shows how a typical all-steel 10-wing 
unit is space saving, occupying only 16 square feet of floor 
space but giving a dealer 330 square feet of display surfaces. 
For a free copy of the illustrated catalog plus a price list, 
write to Multiplex Display Fixture Co., Dept. AL, 910-920 
N. 10th St., St. Louis 1, Mo. 

Circle No. 235 on Handy Cover Card 


July 4, 1960, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 








NEW SALES AIDS (legins on page 64) 





Sisalite Polyethylene Film 
in New Dispensing Carton 


Sisalite polyethylene film in roll widths 
of 6’ to 20’ in both clear and black now 
is packed in lightweight, easy-to-handle 
cartons. The cartons are ideal for over- 
the-counter sales of short lengths. Clear- 
ly marked edge printing of footage and 
mil thicknesses assure quick identifica- 


tion and ease of measuring for both 
retailer and customer. 

The colorfully printed carton also 
serves as an in-store display. The dis- 
pensing cartons and edge printing are 
available for both 4 and 6 mil Sisalite at 
no additional charge. The new dispensing 
carton packaging will be supplied only 
on order, otherwise multiwall bag pack- 
aging will be used, says maker. American 
Sisalkraft Corp., Dept. AL, 55 Starkey 
Ave., Attleboro, Mass. 

Circle No. 237 on Handy Cover Card 


Kitchen Planning Kit 


A new kitchen planning kit makes it 
possible for a homemaker to select ap- 
pliances, cabinets and decorator color 
schemes for her kitchen without having 
to shop eight or more different stores. 
In the miniature plan kit are samples of 
floor coverings, wallpapers, cabinets, 
sinks, snack bars and paint colors. Kit- 
chen-laundry appliances are scaled to fit 
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the 1960 styles of Hotpoint appliances. 
Cabinets are finished in both light and 
dark woods. 

The kit makes it possible for a re- 
tailer to show a homemaker her new 
kitchen complete with colors and styles 
whether she is remodeling or buying a 
new home. A dealer also may design 
the new kitchen either in his store or in 
the customer’s home, since the kit is 
housed in a small carrying case. The kit 
now is available from Hotpoint Division, 
General Electric Co., Dept. AL, 5600 
W. Taylor St., Chicago 44, Ill. 

Circle No. 238 on Handy Cover Card 


Ah-h-hh. . Something New Again 
Turn to back cover for a time-saving, 
brand-new idea in inquiry cards for 
busy dealers. 








DIRECTORY 
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DOUGLAS | WEST COAST 
FIR HEML 





BOARDS 


DIMENSIONS 


| TIMBERS 
SIDING 
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WESTERN 
OCK | RED CEDAR 
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CEILING 








PANELING 








FINISH 
FLOORING 


CASING & BASE 
[STEPPING __ 


MOULDING 


FABRICATION» raat 























All items in all grades are KD except 


timbers. All stock DET, grademarked and 


trademarked. Mixed Car Shipments 
are our specialty. 


Send for free 
booklet ‘This 
is ROSBORO”, 
and our sales 

_ Tepresenta- 


. en " Nie Se 


Riverside 6-2557 


Circle No. 38 on Handy Cover Card 





Classified 
Advertising 


Terms — Cash With Order 
Minimum Charge $7.50 


Rates: 

1 Time—30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25c per word for each consecutive 
insertion. Minimum charge of $1.25 


per line 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 
allowed. 


All ads for classified section must be in Pub- 
lisher’s office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed Replies forwarded without additonal 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone Fi 6-7788 





HELP WANTED 











Salesmen—Top rated line yard organization 
has opening for aggressive salesmen in the 
Mid-West area. Good opportunity for ad- 
vancement to management if qualified. Send 
complete details on age, education, experi- 
ence, salary expected. Address Box N-24 
American Lumberman & Building Products 
Merchandiser. 





DETAILERS— rienced in shop draw 
for all of Architectural Millwork. 
Please give age, experience, availability and 

le of draw ible. Permanent 
— oyment. Salary commensurate with 
ability and excellent wor! conditions. 
Sixty years old midwestern firm. Address 
Box L-40 erican Lumberman & Build- 
ing Products Merchandiser. 





Assistant Manager—Young man with educa- 
tion and ability for assistant manager of 
lumberyard in Midwest for leading lineyard 
firm. Excellent opportunity for advancement. 
Give full qualifications and salary expected. 
Address Box N-26 American Lumberman & 
Building Produc.s Merchandiser. 





CONTROLLER-CHIEF ACCOUNTANT, ex- 
perience in handling multiple unit books, 
setae ae 9d some IBM and_ construction 

owledge. Growing California retail and 
construction company. Address Box N-29 
American Lumberman & Building Products 
Merchandiser. 





EXPERIENCED 
LUMBER PERSONNEL 
FOR SOUTHERN CALIFORNIA 

Opportunity for aggressive career minded 
men. Need outstanding, qualified, ambitious 
men fully experienced in all phases of build- 
ing material sales. Salary open nan. 
surate to ability. MAIL COMPLETE RB 
SUME TO Box N-32 American Lumberman & 
Building Products Merchandiser. 


68 





HELP WANTED 











MACHINERY FOR SALE 











LINE YARD SUPERVISOR, experienced re- 
tail merchandiser wanted to supervise group 
of California yards. Write Box N-28 Ameri- 
can Lumberman & Building Products Mer- 
chandiser. 





SITUATION WANTED 











Building plans neatly drawn. Residential and 
Commercial. Could re-locate. Address Box 
N-20 American Lumber & Building Products 
Merchandiser. 





FINANCIAL EXECUTIVE, large Mich. diver- 
sified yard, desires change in Controller or 
financial administration capacity. Broad Ac- 
counting-Office-Credit management experi- 
ence. Age 41. Relocate. Address Box N-22 
American Lumberman & Building Products 
Merchandiser. 





Greater challenge wanted. Young man has 
12 years successful management, all phases, 
medium volume lumber business. Desire 
General Management of large operation or 
supervision of line yards. Address Box N-27 
American Lumberman & Building Products 
Merchandiser. 





BUSINESS FOR SALE 











One of Boise Valley's best lumber and coal 
operations, aap gross, established 40 years. 
Complete pped, all clean inventory. 
Corner location on Hi “wy & 30. Terms. 
Warren Hill Agency, 1225 pitol Bivd., 
Boise, Idaho. 





FOR SALE: Missouri retail yard county 
seat town twenty miles from Kansas line. 
Clean stock. Will invoice about $50,000. Will 
sell or lease real estate. Address Box N-31 
American Lumberman & Building Products 
Merchandiser. 





SALES REPRESENTATIVE 
WANTED 








Manufacturers Representatives 
Wanted 

Manufacturer of the most complete 
line of building papers is interested in 
men now calling on wholesale dis- 
tributors of building materials. Full 
information requested in original re- 
ply. State territory covered, year es- 
tablished, men traveling and any ad- 
ditional information you wish to 
submit. Address Box N-30 American 
Lumberman & Building Products Mer- 
chandiser. 





MISCELLANEOUS FOR SALE | 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 

119 North Fourth Street 

Minneapolis 1, Minn. 





BUSINESS CARDS: Raised printing, illustra- 
tions. $3.95 thousand, postpaid. Free samples. 
a, Printers, 166 40th Southwest, Can- 
ton, oO. 





HEAVY DUTY CARRIAGE FOR SALE 


1. 72” opening Screw Type blocks 
2. #4 Trout set works with 5 HP motor drive 
3. 18’ carriage—6 sets of trucks 
- 120 Ib. rai refabricated with 6” H beams 
é : a each with boss dogs in the knees 
a og dogs 
. 2 flippers; all above dogs and flippers air 
operated 
8. 2 heavy roller bearings on each axle 


coeetene. located =. Healisturs. Gettornia: 
inspec on. property o aloney-Chambers, 
Healdsburg. bwhed by Eastern wholesaler. 
will —* the first reasonable offer and, 
if desired, will take lumber in payment. 
Carriage in_ excellent condition; all worn 
parts recently replaced. 


Call Stitzinger Lumber Co., Philadelphia, Pa. 
CH8- or write same P. O. Box 4008 
Philadelphia 18. 


, 





FOR SALE: Three Jay Bee Hammer Mills, 
3-S models. Also several cyclones and iping. 
Write Frank Miller & Sons, 2250 Ww. 58t 

Street, Chicago 36, Illinois. 





FOR SALE 


Matison $225 12x4 5 Head Electric Molder. 
Two top one bottom and two side round and 
square heads. The machine is in running 
condition equal to new. Price $7,000.00. 
Craftwood Products 
94 Stephen St. 
Belleville, N. J. 





FOR SALE 


Changing models permits offering following 
units, kept in fine condition maintenance 
contract: 
Clark Ross Lift Truck model 10H, 28’ lift, 
72” forks, 38” to 66” side shift carriage, 
a guard. Price . .00 

ark Ross Straddle Carrier - Model 70-6675. 
Price $3,150.00 FOB Chicago. 


HUSS LUMBER COMPANY 
1350 W. Fullerton Ave. 
Chicago 14, Illinois 





RAILS WANTED 











RAILS: New and Relaying. Bought and Sold. 
1000 Good Serviceable Kiln Trucks in stock. 
M. K. FRANK, 480 Lexington Ave., New 
York 17. 400 Park Bidg., Pittsburgh 22, Pa. 





Fastest Dealer Service 


Special arrangements will speed your 
inquiry to the manufacturers. See the 
back cover for the first really conven- 
ient card for one-stop shopping. 
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Asks Ban on Exaggerated Claims 
On Long Life of Aluminum Finish 


Cuicaco—Extravagant claims con- 
cerning the long life of finishes of 
precoated aluminum siding should 
soon be a thing of the past. 

The Aluminum Siding Association 
has asked the Federal Trade Commis- 
sion to call a trade practice conference 
and outlaw “blue sky” claims and wild 
sales promotion practices of some 
suppliers and applicators. 

ASA admitted it constantly receives 
complaints about “claims by irrespon- 
sible companies and salesmen.” To 
date, ASA said, “our efforts in stop- 
ping such advertisement claims have 
not been successful.” 

Therefore, ASA has called for the 
FTC fair practices conference which 
will have the standing of law in regard 
to “such unrealistic, if not false 
claims.” 

Impetus for the reform movement 
came from the directors of the Nation- 
al Paint, Varnish and Lacquer Associ- 
ation. They recently went on record 
“in opposition to exaggerated claims 
for the life of finishes on products 
such as aluminum siding.” NPVLA 


calls finishes “chemical coatings.” 

NPVLA said prudent readers of 
“eternal life” claims for finishes 
would not believe such advertising 
because no such claims are made for 
the “equally good” finishes used for 
automobiles. Furthermore, the group 
added, cars do not take the abuse 
from weather that house siding is sub- 
jected to. 

Gen. Joseph F. Battley, NPVLA 

resident, wrote ASA that his mem- 

rs “strive at all times to maintain 
the highest quality for aluminum sid- 
ing finishes as well as for all indus- 
trial product finishes. 

“There is, however,” he continued, 
“a limit to the life of all matter, or- 
ganic or inorganic, as there is with 
paints and chemical coatings. Even 
aluminum, durable as it is, will not last 
forever. Therefore, while we strive to 
produce the highest quality and long- 
est lasting finishes, we are concerned 
when distributors of products finished 
with our coatings make unjustified 
— overly enthusiastic claims for 
them.” 





‘Have You Overlooked This?’’ 


The following manufacturers were carried 
in the June 20 issue of American Lumber- 
man & BPM and are again listed with their 
inquiry numbers for your com ice. Use 
_ Handy Cover Card for more informa- 

on. 


Andersen Co 


aE re: om about Fea ‘egerutiwall by. 


ens bbebwsv odes vasebdoes 102 
Get 1 acti ‘about new Brush On 
ia anant for easier ceiling tile 

fetal ation 


89 

quip- 

ment Firms Get More Business in New 
Construction.” 


Farley & Loetscher Mfg. Co. 107 
Write for full information’ ‘on geokgees 
ee wood window: 


Pri me he d iberglass i" 
“Filuma jarage joors—f = 
[ .-~ l, Write for details. 
Friden, Inc. 122 
Get ‘this free booklet—“Lumber Calcula- 
tions Made Easy. 


Goodyear Tire & Rubber Co. ............ 77 
News in pho gi oodyear’s “Su- 
perba” in 6-foot rolls. Write for com- 
lete information. 
G & Co., John H. 
Handy, compact display Len J “free 
pone a, 8 ing ¢ Gi ton © riage, of nylon 
‘otton Co 
Grant co Puiley k 


104 
Data A Mg! on Fonte old” closet rod. 
Numerous sales aids Sas available. 


— 80 

ree copy of fact-filled book- 

let entitled an to Get Out of the 
ck Business. 


obart Mfg. Co. ..... . 82 
Get information ands ificationg, on ‘the 
complete line of tchenAid” dish- 
washers. 


Keasbey & Mattison Co. ...... aeeceusshe Oe 
Write. for information on the 5 new - 
king oe = from “K = mM”"—* - 

lasti ted Shake, “‘Strytex,” 

Tile, and Panel Sheet. 





National Mfg. Co. 128 

Mh ene ny nll cartons and “Visual — 
implify inventory and increase 

pula saing of “National of Sterling” 


ardw: 
National Starch & Chemical Corp. ...... 76 
Prices available as well as samples of 
“ParFlake”—all perpen flake board. 
Nova Sales Co. soesevek 
Specification data and literature su; 
for Novafold doors, and Nova Vista- 
Lux panels. 


, ie. Corp., 8. 108 
"as rice lists available for full 
oo ¥ = including piano continu- 
Pe 


Pi A. 3. Corp. .83 
Copy of Pickering’ 's color brochure, “Tim- 
ber,” available upon request. 


Sterling gr gy AR 
You —_ get ca and dealer price 
lists Stelinee” line of aluminum 
products—rallings, ornamental columns, 


Trinity b tar Dept., General Portlend 
Ce Co. 


Offers literature on the many uses of 
Trinity White cement. 
Twin-Tilt Truck Co. 126 
Twin-Tilt trucks have extra safety fea- 
ture—“Swingard.” Use cover card for 
details and prices. 


U. S. Plywood Corp Of 
Great profit potential with Weldwood’s 
Build Your Own Boat” promotion. 
Write for details. 
Unavesees Atlas Cement, Div. of 


$3 
Use handy cover card to get information 


on Atlas White Portland cement in reg- 
ular, air-entraining, and waterproofed 


Welsh Plywood Co: 
Welsh” line of ——- prefinished 
hardwood paneling package: P 
dy cover card to secure 


Wheeling 
Circle #92 on 

further details on the complete line of 
Wheeling metal fath and accessories. 
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Abitibi Corporation 
American Sisalkraft Corp. 
Bennett Mfg. o Richard C. 
Beverly Mig. Co. 22.0. -cccccccccscccecece at 
Brown & Co., George Cc. 
Cessna Homes, Inc. 
Dexter Lock Division, 
Dexter Industries, Inc. 
Dicks-Armstrong-Pontius, 
Durham Co., Donald 
Flintkote Co., The Orangeburg Div. . 
Hager & Sons Hinge Mfg. Co., C. 
Hines Lbr. Co., Edward 
Hyster Company 
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Sales, Inc. 
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LibbeyeOwenseFord Glass Co. 
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Milwaukee Stamping Co. 
Minnesota Mining and Mfg. Co. 
National Gypsum Co. .........+eeee0. 16- + 
Nevamar Carefree Kitchens, Inc. 
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Penhurst Machine Co. .........seeee-s008 39 
Pickering Lbr. Corp. 
Pierce & Stevens Che 


R-B C 

Ridge Took Co., The 
Rosboro Lbr. Co. 
Ruberoid Co., The 


Southeastern Tool & Die Co. 

Southwest Forest Industries, Inc. 

Sterling Factories ...........seseseeeeces : 
Symons Clamp & Mfg. Co. ..........+++ 69 


Tennessee Stove Works 
TurneAe*Bore Equipment Co. 


-46-47 


Warp Brothers 





SYMONS 
Steel Stake 


Pullout hole 
for easy 
removal 


Can Be 
Reused 
Indefinitely 


Easily secured 
to lumber— 
can be nailed 
every 1” 0.C 


**1"" beam design 
drives easier, 
holds best 


Drives easily into 
hard earth. Can be 
used for practically 
any type of stake 
work. This popular 
and profitable item 
is available in 12”, 
18”, 24”, 30”, 36” 
and 42” sizes. 


< Symons 


SYMONS CLAMP & MFG. CO. 
4267 Diversey Ave., Chicago 39, Ill., Dept: G-O 


Please send complete dealer price information 
on your STEEL STAKE. 


Hi-Carbon 
Alloy Steel 
tough to bend 


Rugged point 
with minimum 
deflection 





Name. 





Firm. 





Address 





Stote____.. 


City. > 
mmm en ee ee 


Circle No. 39 on Handy Cover Card 
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Renew the Right 
Spirit within Us! 























The most promising of all the new techniques of 
management is release of the spiritual nature in man. 

Today everyone knows that we have the materials, 
the manpower, the machinery and the money to 
make our country a veritable paradise on earth. 
The only missing ingredient is the right spirit, that 
spirit which will bring about teamwork in motivat- 
ing, mobilizing and coordinating the energies and 
capacities of all conflicting groups toward a common 
goal. 

Man, being created by, and in the image of, 
God, is naturally constructive. It is only to the ex- 
tent of his inability to cope with his physical and 
economic environment, under the necessity of self 
preservation, that man has been predatory. The 
noblest aspect of the history of man has been the 
story of his instinctive and gradually improving at- 
tempts through all his generations to adjust his en- 
vironment so that he could be constructive instead 
of destrucyive. 


Spiritual Growth Fundamental 


At best, however, our spiritual growth has not kept 
pace with our economic, scientific and materialistic 
progress. ‘That is the root, tree and branch of our 
present economic dilemma. Tomorrow’s management 
will have no other choice than to apply spiritual 
principles to economic activities if it is to continue 
free. Idealistic as it seems and is, the application of 
the Golden Rule in collective bargaining is the only 
practical yaswer. This is the promised “truth” that 
“shall make you free.” 

Freedom in our new interdependent society may 
be define as that privilege afforded man by his 
fellowman of pursuing his needs for opportunity, se- 
curity, and a rising standard of living in an environ- 
ment dvvoid of human exploitation. 

Can such an ideal be realized in a democratic so- 
ciety? { believe that it can if management (and 
here w¢ iticlude labor leadership as we have through- 
out) will utilize the right spirit which, though deeply 
buried, is inherent in man’s better nature. Idealism 
is demonstrated to be the most practical thing in 
the world. All progress is applied idealism. History is 
made when conservatives become aggressively ide- 
alistic. Our forefathers proved this. 

How will we go about establishing this ideal? 

it is yeally quite simple. We must organize industry 


into “families” instead of “enemy camps.” We have 
gotten into the bad habit of referring to others 
with whom we have disagreements as “they”—‘“they” 
—the labor group; “they”—management; “they”— 
the Jew, the Catholic, the Negro, the Protestant. 
We must start by thinking in terms of “we” instead 
of always thinking “they.” We have learned, under 
the tragic spur of war, to fight and die together 
as a team. Can we not learn to work and live to- 
gether as one family? It is an encouraging truth that 
only through the teamwork of capital, management 
and labor, have we come to this threshold of a para- 
dise on earth. 


it’s Our Responsibility 


Get the emotions right first and reason has a fer- 
tile soil in which to grow. If each leader around the 
conference table has an emotional focus on the right 
spirit—the spirit of tolerance, agreement, give and 
take and brotherhood, the family can work itself out 
of most situations. 

Not one of us can escape our individual responsi- 
bility—our personal challenge—in tomorrow’s world. 
Our generation, in its go-getting materialism, has ac- 
quired the bad habit of delegating our individual 
responsibility in the fields of education, of religion 
and of human relations. As individuals we must again 
accept our personal responsibilities in each of these 
fields. Everyone has some power over others. That 
power within is a spiritual power; it comes from God. 
It is loaned as a stewardship. It is man’s highest 
privilege—the power to play God in his relations 
with others. But God will not be mocked! If we are 
utilizing our power over others selfishly, arrogantly, 
greedily and unjustly, we inevitably get the same 
negative result we experience in breaking any other 
of God’s laws. On the other hand, if we use our 
powers with justice, humility, kindness, tolerance, 
mercy and charity, as God would use them, the re- 
sults are constructive and our power grows. This 
is the right spirit at work. 


First published in June 1952. Repeated by request. 
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Announcing a major “breakthrough” in pre-packaged 
truss manufacturing methods 


TURN-A*BORE AUTOMATIC 
TRUSS CUT MACHINE 


e Fabricates all lumber for roof truss and rafter in four minutes or 
less .. . including set-up, loading and unloading, and actual cutting 
time. 

e Angle cuts and bores (where necessary) for top and bottom chords, 
tension and compression webs . . . notches for rafter overhang. 

e Permits instant, automatic settings for any combination of pitch 
and span desired. 

e Finishes lumber to such close tolerances that corresponding truss 





Notching head for 
rafter overhang 








Automatic dialing 
for pitch and span 





: S tting, 

members are actually interchangeable. fro tpeeerer J 
e Makes assembly easier . . . virtually eliminates scrap caused by angle 

adjustments 


error or miscalculation. 

e Requires only one semi-skilled operator . . . does the work of a 
number of highly skilled men. 

e Available for either flat-plane truss designs, or Teco split-ring 
type trusses. 





e The only machine of its kind . . . an investment of first importance r ok ee 
to any company in the packaged truss field. type truss 





Write, wire, or call collect today 






EQUIPMENT COMPANY 23'8,543, 80852 ALE 


Circle No. 40 on Handy Cover Card 


{ 
| 








Slay Competitive... 
Use This Handy 
Cover Card... 


to get details fast on the latest new products 
sales aids, equipment and helpful literature. 





Fasiest to use - 


Keep the card folded out as you go through th 
magazine. Circle the numbers on items useful fo 
your business. 


Mail the completed card and we will rush th 
inquiry to the manufacturer. No postage is re 
quired. 


This card good until October 15, 1960 


Advertised Products 


July 4, 19¢ 
1 2 3 4 5 6 7 8 Y 10 41 #192 =«7 
14 15 16 17 18 19 20 21 22 23 24 25 3 
27 28 29 30 31 32 33 34 35 36 37 38 3 
40 41 42 43 44 45 46 47 48 49 50 51 § 
53 54 55 56 57 58 59 60 61 62 63 64 6 
66 67 68 69 70 71 72 73 74 75 76 77 7 
79 80 81 82 83 84 85 86 87 88 89 90 § 
92 93 94 95 96 97 98 99 100 101 102 103 1C 
105 106 107 108 109 110 111 112 113 114 115 116 11 
118 119 120 121 122 123 124 125 126 127 128 129 13 
131 132 133 134 135 136 137 138 139 140 141 142 14 
144 145 146 147 148 149 150 151 152 153 154 155 15 
157 158 159 160 


New Products, Sales Aids, Equipment, 
and Literature 


201 202 203 204 205 206 207 208 209 210 211 212 21 
214 215 216 217 218 219 220 221 222 223 224 225 22 
227 228 229 230 231 232 233 234 235 236 237 238 23 
240 241 242 243 244 245 246 247 248 249 250 251 25 
253 254 255 256 257 258 259 260 261 262 263 264 26 
266 267 268 269 270 271 272 273 274 275 276 277 27 
279 280 281 282 283 284 285 286 287 288 289 290 29 














Name Title 
Company 

Address 

City Zone State 








Dealer Wholesaler 

















Fold Out for 


New, Free 





Wor Genuine Fi ex=O-GLASS zap FLex- O- PANE. 


Original 
SEMI-RIGID 





America’s No. | Plastic Window Material CRYSTAL-CLEAR 

e e CRYSTAL-CLEAR Special formula plastic pro- Py io 6 aa 

In U Z - Ca rd e FLEXIBLE nan by leone ~ oe only A highly transparent 
y Warp Bros. ex-O-Glass is material that will give 

q Advertiond 4s” ’ 36” 28” e SHATTER-PROOF easy to sew and will heat-seal. | satisfactory service. 

7 — e DURABLE Transmits ultra-violet light. Advertised Retail 62° Lin. 5 widths-36”-48” 
Lin. Ft. 40° 29° 26° © Guaranteed 2 Year ” $0 eee ie Ft. i 

| in. Ft. S 3 Widths—28”-36”—48” s poser - ae: 

Here’s the handiest card yet i reggae NPG aezaee 190 x4. “wahoo Cat. No. “ESagth ‘Dealer Cost * ae” fisse” $31.00. 

ere’s 4x25 25 yds. = 19.34 Sorts epu. «0s gase | NeGbecs Shree ‘ines | SEbae see 80 








@ no turning back to find the card as 
you turn the pages. It’s always in 
front of you. 











pe Giass-O- Net Wares Wyr-O-Giass Warpe SCREEN- Gass 


WATER-PROOF GALVANIZED GALVANIZED 
MESH BASE 4 MESH WiRE BASE 14 MESH BASE 


2) Reinforced with 4” Every wire imbedded Galvanized screen 
7) mesh green waterproof in a cushion plastic. cloth imbedded in 










WJ cord, with plastic glass Plasti I lied exceptionally clear, 
applied both sides. g both ee nek eed waterproof plastic. 


Very durable. Highly into solid sheet for Fee en den ee 
or 10 e . e 




















































































































7e sth editorial and ads. tis! transparent. Glass-O- *1 ei 
@ covers both edi i — Slat le dabaaad ; ee mae Sie best made. 
vertised Square Advertised Square ; Advertised 3 WIDTHS 
Retail Price 78¢ Yard 36” Width Only Retail Price® 1,20 Yard 2 Widths-28”"~-36” Retail Price 19¢ — 28” — 36” — 48” 
@ just one inquiry brings you the i ps geil Yerse Width Deslercont | Cat.No. Width 25Yds. 50Yds. 100 Yds. oe =e 25 lin.ft. 50 lin.ft, 100 lin.ft, 
s fry all manufacturers 3 50 et, z a * $20. (D. ) $26.8 $50.67 
latest facts frypin a : eS =: er a ae os 
checked. ' 
WINDOW KIT |= || fitly-Fane 
flees (eee ~ : ‘ erestts 
Early Order 8 ®& eo : = aT ee 
oh i 
2 nN 2 REALLY SELL Easy On’s THIS FALL AND WINTER | i 
[oO : You can save 5% by ordering this sales- Regular ; a 
U s 8 making Easy-On Merchandiser before 37.44 Fi: — 
- <q Oct. 1, 1960. Red, white, and blue dis- SPECIAL ag -_ 
” =O ond assembles in seconds. Takes less 4 FITS EVERY BOOR ai? te. 3 x Se. 
= t 3 sq. ft. of . iq 
= —&F peepee icc pang 4s $35.55 ‘i] | 2 DOZ. IN COUNTER MERCHANDISER 
®o U Still Available in 3 Doz. Pack - Cat. No, EZ 36 Until Oct. 1, 1960 é 
a. } inieienioatda k ecsba E Complete Kit Contains: 
H a Each Individually BOXED Easy-On Kit Contains: 4 Se ee repent Plastic 
. 1. 72x36” Transparent 2. 18 Feet Fibre 3. Package of Nails. tit eB 3. hag Babe wo oe 
Zz Plastic Sheet. Moulding Enough for the Job. itis - Large Package of Nails 
a CAT. NO. EZ-144 Individually Boxed RE LID 
Dealer '  EZ-144 EARLY ORDER SPECIAL . 
Cat. No. Pkd. ne Per Gin. 444 Baay-On' packed : Cost. $35.55 ; =" e 
. bd : BZ-146 “6S 4  §8Te in_coloctal eve-cateh- vou SAVE eo Pag — io 
eri > | + 4 > EZ-36 36 15 ' 9.8 dispenser. Offer Expires Oct. 1, 1960 $11.04 
UZsig an JUMBO SIZE 
oie masz -Kratt 
~i3/2 8 = tty Nd Pane 
22], 2x ~ 
ees/2 5 5S Sroun Door 
mm 22 2 a 2 5 FULL SIZE WINDOWS IN EACH 
Aes > » O > 6 Ft. x 10 Ft. 1 DOZ. IN DISPENSER BOX KIT — READY TO TACK ON! 
74) “ . PaaS . = 
wee] 2 -—-< 3 STORM WINDOW KIT Ceenprete Sat Copeininn : 
2 es = a; we ese : , 1. 84 x36 Weatherproof Kraft 
=.= 3 wat ra ———— ==» - For Picture Windows- with 12”x12” transparent window 
Wz- . = } Complete Kit Contaj 21 Feet Fibre Moulding. 
bon | s - Oxi? Deere - Package of Nails. 
P= as ent Plastic 3 Complete 2-Window Kit Contains: 
= | AE 60 ’ Special For- READY TO TACK ON! 1. 2 Sheets Plastic: ~Eaeh 72”x36" 
Q te 2. ‘eet Fi j 
g Sy Face Tape. individually Wrapped _ rerair 8. 2 Seskaaes of Nails “ag 
: Individually Boxed In 3 Color Plastic Envelope 
TC+4 6 . >= : 12 18 74 g6s2 | 























